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A BILL BROTHERS PUBLICATION FIFTY CENTS 


HOW A MOVIE SMOOTHES 
THE WAY 


FOR MICROMATIC HONE 


tartling and dramatic are the advantages of the new Microhoning 
process that generates true functional surfaces on metal parts 
Because it works to microscopic levels of preciseness—often inside 
these advantages are difficult to 
demonstrate, even more difficult to explain 


cylinders, bearings, gears, ete 


Even trained engineering eyes can't see what's happening when 


the machine's in motion. Static charts don’t tell the whole story 


TRAINING ASSI 


CALL 


TANCE 
JU dsen 2-4060 
NEW YORK 


e MOTION PICTURES e 


Hollywood 3-732! 
HOLLYWOOD 


TRinity 5-2450 
DETROIT 


SLIDEFILMS @¢ DRAMATIZATIONS e VISUALIZATIONS e 


either. But a Jam Handy movie does! Tracing the action, studying 


sound, sight and motion, it explains creatively and completely— 
in just thirty minutes. 


The road to success is always smoother when paved with facts. The 
Jam Handy Organization makes it easy for you to present facts with 
convincing clarity. One-Stop Service saves you time and money. 
Take advantage of this service the next time you face the public. 


7c VAM HANDY CO npenczation 


PRESENTATIONS 
STate 2-675) 
CHICAGO 


TEnith 0143 


ENterprise 6289 
N PITTSBURGH 


DAYTO 


MAKING FRIEN 


THE JET-PROP 


VISCOUNT 


ema 


POWERED BY ROLLS-ROYCE 


The Capital VISCOUNT will delight you 
with its quieter, smoother ride—wonderful 
pressurization and air conditioning —ex- 
ceptional speed. That’s why experienced 
» air travelers specify the VISCOUNT—on 
some 384 trips a day—totalling nearly 4 
j million miles a month. 


. / 
The Airline That's Going Places... Faster! | ita 


AIRLINES 


$e 
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“ IDEA NO. 106 ; 

» Radiant Replica for Reynolds PAUL ROBERTS, ENTREPRENEUR 

‘ 

= We're _ wrapped in admiration for Mutual Broadcasting System was losing money . . . fast. Paul 

a this stand-out exs am ple ofa KLEEN . . ; 

~ %STIK “SLIDE-STIK’’ for Roberts, entrepreneur, rounded up $20,000 to cover his option : 

as pod ae dag! tng Ph ph A check, and took over a famous radio network that lost $135,000 ; . 

AoUM ‘ y , ah . . . 

« KAMPER of the HENNEGAN in July. Lawrence M. Hughes gives you an intimate, first round 
(Q., Cincinnati printers, broached closeup of the fight by the an o Paul Roberts to make a ‘ 

- + ' g amazing Paul Roberts to m 

/ the idea of a 3-D “shelf-talker’’ to : 

* Reynolds’ TOM ISAACS. Their winner out of a loser... 52 ; . 

” agency, ZIMMER-McCLASKEY, 

7 carried out the design, and 

= Hannegan did the oh-so-lovely print WHERE SALES CHIEFS GET THEIR IDEAS 

9 ob on actual foil. Clever die-cuttin , 

= Noone oul ete ne aieanaee of Ideal conditions for a sales executive to think, according to 

- the Reynolds he Sn bot. ready - SALES MANAGEMENT'S Sales Leadership Panelists, varv from 

‘ at ch to shelf « e or other vertices iv P poe ° 

S fa ara leaaie oa an’ pres man-to-man. In the den, late at night, with a few mild high 

4 of the KLEEN-STIK backing balls,” is the place according to one Panelist . . . but anothe: 

= mee Panelist simply says it’s “when the boss is away.’’ How do your 
Outstanding idea sources compare with those of your fellow sales chiefs ? 80 
P.O.P. Ideas | BEAUTY TREATMENTS FOR BUSINESS PROPERTY 
Featuring the World's Most ae . 
Vorsetile Self-Sticking Adhesive! loday’s finer sense of community, employe and consumer re 

lations is leading more and more companies to eliminate or 
conceal the stark ugliness of factories, offices, and warehouses 4 
OLD with attractive landscaping 114 


QUAKER 


HOW SALES CALL REPORTS CUE ENGINEERS 
bOUnBUNS 
Rockwell engineers scan sales call reports to: Spot product su 
cess, failures, areas of improvement; ideas for new products ; 
new applications for old products; obtain factual data on in 
stallations; learn how users evaluate competitive products ; and 


demonstrate that they are part of the company’s whole sales 
team, 85 
KEEP YOUR EYE ON YOUR TONGUE 


How did Bernard M. Baruch muff his biggest sale? Do vou 
still refer to a sales executive or a speaker as a “stem-winder ? 


Why is “O. K.” now O. K.? 100 


IDEA NO. 107 


OLD QUAKER Sales-Maker 
‘To make bottles of OLD QUAKER 


Bourbon shout “Here | am!" from 
the shelves of package stores 
CHRIS HERCHELROTH, O.Q 
Brand Mgr. at DANT DIS 
TILLERY CO. in Dant, Ky 
created this clever KLEEN-ST IK 
combination, The die-cut pointer 
goes on shelf edge or the botth 
itself, while the large price spot 
is posted on back-bar mirror, cash 
register, etc. KLEEN-STIK Strips 
get ‘em up with easy peel-an’-press 
action heep ‘em up to deliver 
hard-selling action! Flashy red-and 
black design by MAXWELI 
BAUER Studios yy pro 
duction handled by B TENE eR 
STEIN for ATW ATER PRESS, 
N York 


WHY TODAY'S SALES RECRUITS ARE DIFFERENT 


If on reading this article, your temperature rises under the burn 
of disagreement it may be because... you grew up under other ' 


standards, you feel that today’s demand for security is a sign of 
weakness, and you were taught that job-jumping hampers ad 
vancement . .. but read the article a second time, and then \ 


judge. 120 


See your regular printer, lith- 
ographer, or silk sereen 
printer for more business- 


Audit : . - 
building KLEEN-STIK ideas siete "al Associated National “a Magarine ' 
..or write on your letterhead @ Business Business Publisher 
for our free “‘Idea-of-the- eae P of : ‘ ’ 
Month” } Circulations Publications 


S-M S-M S*M S*M SN SHS" SH SH SM SH SH SH su Ss SH SH 


Publications Association 


SALES MANAGEMENT. with which is incorporated PROGRESS. Is published the first and third Fridey of 


KLEEN-STIK Products, Inc. | every month, except in May, July, September and November when « third issue is published on the Me Xy 


the month, Affiliated with Billi Brothers Publishing Corp, Entered 4s second cies matter May 27 
at the Post Office, East Stroudsburg, Pa. uncer the act of March 3, 1879. Publication (printing) offices, 


Pioneers in Pressure-Sensitives 


for Advertising and Labeling ¥4 North Crystal St. East Strovasburg, Pa. Address mali to 386 Fourth Avenue, New York A’ N.Y 
SALES MEETINGS, Part [i of Saies Management, is issued six times « year—in January, M May 
7300 W. Wilson Ave. ® Chicago July, September and November, Editoria! and production offices: 12/2 Chestnut Street, rt one 7. Pa 


WaAinut 3-1788; Philip Harrison, General Manager: Rober? Letwin, Editor 


SALES MANAGEMENT 


COAST-TO-COAST IN 7 MONTHS 


Marketing for Max Factor’s ‘Curl Control 


began with tests 
in Dayton and Phoenix. Now there's network TV to back the 
product in 37 major markets. Of special interest: he product's 
success in super markets, 
THE WAY TO THE TOP 
Charles W. Smith, senior consultant, McKinsey & Co., man 
agement consultants, answers the question, ‘What does a sales 


executive have to do to move higher up in management ?” 
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3 Big Reasons 
make HOSPITALS 

1st Choice in the 
$5 Million-a-Day 
Hospital Market 


HOSPITALS _ 


7. During the same period in 1956, 
HOSPITALS gain in average paid cir- 
culation was 3 times that of the No. 2 
hospital field publication. 


2. Your advertisement in HOSPI.- 
TALS reaches 25°/, more subscribers 
in the United States, 


market. 


your primary 


3. Since becoming the only twice- 
a-month publication serving the hospi 
tal field, 92 new advertisers have 
selected HOSPITALS to carry their 


sales message. 


SEND FOR COMPARATIVE 
CIRCULATION REPORT 


HOSPITALS 


Journal of the American Hospital A 
Advertising Service Department 

18 East Division Street 

Chicago 10, Illinois 


Please send Comparative Report 
on Hospital Publications 


Name 


Compan 
Ls y 


® HOSPITALS 


Journal of the American Hospital Association 
18 East Division Street, Chicage 10, IIlinols 


“Metropolitanitis” doesn’t sell 


IN A $34,000,000,000 
FARM INCOME MARKET 


4,782,416 farms, according to 1956 census, buy — $1,079,265,000 
worth of fertilizer $4,093 466,000 worth of feed. 


And-—-92% of all farmers who earn and spend most of this 34 
billion dollar income read weeklies. Plus this—millions of additional 
rural non-farm families (part time farmers) must depend on Home- 
town Weeklies for vital local news, services and product needs. 
19,296,322 homes are reached or more than 10 times 1,839,000 
circulation of 433 dailies published in markets under 10,000. No 
other media is at the same time so effective a dealer merchandising 
tool and consumer sales producer where you need it and at the 
right time. Buy Hometown Weeklies for 7 day sales power. 


Call a W.N.R. man for our more complete farm market presenta 
tion plus information about 1 order, 1 bill, 1 check service plan. 


i WEEKLY NEWSPAPER REPRESENTATIVES Ine. 


404 Fifth Avenue, New York 18, N. Y. Phone: Bryant 9-7300 


Serving the Advertisers and agencies in behalf of America’s Weekly Newspapers 


Branch Offices: Atlanta * Chicago * Detroit * Los Angeles 


IN SELLING BUFFALO 
FOLLOW THE LEAD 
OF THOSE WHO KNOW 


MEN'S STORES place 74% of their daily linage in the peogiens 
Courier-Express...and use additional space Sundays to swell 
that lead. 

WOMEN’S stores place 68% of their daily linage in the Morning 
Courier-Express and, in 1956, used 668,426 additional lines in 
the Sunday edition. 

All of which means that both those who are selling women, 
and those who are selling men have found the Courier-Express 
their best sales producer. 

FOR ECONOMY use the Morning Courier-Express to get 
more advertising for your dollar concentrated on those with 
more dollars to spend, 

FOR SATURATION use the Sunday Courier-Express to 
blanket Western New York’s rich 8-county market. It’s the 
State's largest newspaper outside of Manhattan. 


ROP COLOR available both daily and Sunday. 


Member. Metro Sunday Comics and Sunday Magazine Networks 


Buffalo COURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 
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Bill Brothers Publications in MARKETING 
{in addition to Sales Management): Sales 
— = Meetings, Tide, Premium 

Practice. INDUSTRIAL: Rub- 
ber World, Plastics Technol- 
ove | ogy- MERCHANDISING: Fast 
Food, Floor Covering Profits, 


Grocer-Graphic, Tires, and Yankee Grocer. 
Copyright, Sales Management, Inc., 1957 


SALES MANAGEMENT 


WIRED FOR 
iss SOUND 


NBC Radio Presents An Outstanding New Ad- 
vertising Opportunity — LIFE AND THE WORLD 


Two great leaders in the news-gathering 
field, the National Broadcasting Company 
and LIFE Magazine, have combined forces 
to bring the American public an exciting 


SEPTENGER 2 195 new brand of radio journalism 


NBC Radio takes LIFE’s superb news and 
picture stories, and adds the dimension of 
sound, LIFE may cover the stratosphere 
ascent; on LIFE AND THE WORLD you 
hear the man’s personal experience from his 
own lips. LIFE may picture a parrot; on 
LIFE AND THE WORLD you hear the 
parrot being interviewed. Here are the ac 

tual voices of men who make the news or 
react to it. Here are the sounds of hurricanes, 
of debates, of space rockets, and of momen 
tous decisions — bringing listeners close to 
the very heart of our time. 


Increasing numbers of LIFE readers are 
discovering this fascinating NBC Radio 
program. Millions more will be introduced 
to LIFE AND THE WORLD through an 
extensive audience promotion campaign, on 
the air and in print media 

LIFE AND THE WORLD has a choice 
position, 7:45 to 8:00 nightly, immediately 


following NBC’s 7:30 pm News of the 
World, radio’s highest-rated news program 


Tune in tonight! And let your NBC Radio 


representative give you the interesting ad 


4 


vertising details tomorrow. 


-NBC RADIO 
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In Philadelphia, buying begins at home 


The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Whether it 


sand things, people of the prosperous 14-county Greater 


i new dress or hat, or any one of a thou- 


Philadelphia market get ideas—buying ideas—when 
they're relaxed at home and going through the pages 
of their family newspaper—The Evening and Sunday 
Bulletin. And now advertisers can give their sales mes- 
sage the added impact of R.O.P. spot and full COLOR 


—evening and Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buy- 
Philadelphians like The 


sulletin. They buy it, read it, trust it and respond to 


ing habits of its readers. 


the advertising in it. The Bulletin is Philadelphia’s 


home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
142 Madison Avenue ¢ Chicago, 520 N. Michigan Avenue 


Representotives: Sawyer Ferguson Walker Company. Detroit *« Atlanta 


Los Angeles * San Francisco ¢ Seattle 


In Philadelphia nearly everybody reads The Bulletin 


SALES MANAGEMENT 


cusses FORMS 


When Salesmanship Took the Rap 


If you haven’t heard all about—-no doubt seen—the Ford Moto 
Company's new medium-price car, the Edsel, it is through no lack ot 
effort on the part of Henry Ford I] and his associates. ‘The Edsel’s 
introduction this month followed several years of intensive prepara 
tion to produce and market the kind of car that people want today. 
The new Edsel has 19 product features that Edsel people are banking 
heavily on for use in promotion, 


Despite the fact that Ford is investing $10 million in all forms of 
promotion on behalf of Edsel in the next year, and that Edsel has 
gone to the public in advance to try to find out what the public wants 
to buy, the company is not making the mistake Henry Ford, th 
founder, made in 1927. 


Just 1) years ago, as complaints poured in, as sales dropped and 
as evidence grew of the real superiority of rival cars in both enginee: 
ing and design,” says Allan Nevins, in the new Scribners’ biography 
Ford: Expansion and Challenge,’ ‘the morale of Ford executives 
and Ford dealers naturally suffered. They felt that they were th 
victims of Henry Ford’s inflexibility...” 


lurther, “When Model ‘I sales began to fall, [William A. Ryan 
who was sales manager] intensified the ‘crossroads policy’ of multiph 
ing dealerships, on the theory that more intensive sales efforts would 
expand the volume of Ford business. ‘his was in harmony with Henry 
Ford's view that nothing was wrong with the Model T that bette: 
salesmanship would not cure.” 


‘That was a case of misplaced faith in the power of salesmanship 
alone. By 1927, Chevrolet was beating the pants off Ford through 
a succession of models with product features more in tune with the 
times. Formerly satisfied Model ‘T° users, and prospects, cared littl 
about the fact that Ford had produced a single model sufficient! 
ittractive to win 15 million buyers. 


‘The Ford Model T crisis was a spectacular event. No doubt man 
sales executives today face similar product inypasses within their own 
companies and some people freely maintain “there is nothing wrong 


that a little bette: salesmanship wouldn t ure,” 


When a product isn’t right, or a good product has been outdated 
by superior competitive products, the sales executive might well 
answer, “Better selling isn’t the answer. Better selling will only ki 

sett ll tl Bet I Il only kill 
oft a bad product faster.” 


Paul Roberts, Entrepreneur 


After you have read this editorial, we Suggest that you turn te 
page 52 and read “Paul Roberts Se//s His Faith that Radio Is Her 


to Grrou 


Roberts is an explosive entrepreneur who has staked every pens 
that he can rescue Mutual Broadcasting System where his well 
heeled predecessors haven't done so well 
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CLOSING 


for 1958 
Annual Edition of 


THOMAS 
REGISTER 


The National Encyclopedia 
, of Product Information 
and Sources of Supply. 


Approximately 12,000 advertisers 
will be represented in the 1958 
Edition with 1” cards to 16 page 
inserts. Because the sales produc 
ing power of Thomas Register 
had been proved beyond question 
for over | 


valf a century, you can 
readily see why more manufactur- 
ers advertise in Thomas Register 
than advertisers in all other indus- 
trial publications combined. 


FOR SPACE RESERVATIONS 
AND INFORMATION WRITE, 
WIRE OR PHONE 


Thomas 
Publishing 


Company 
Telephone: OXford 5-0500 


463 Eighth Avenue 
New York 1,New York 


Speaking of COSTS... 


th 


for lowa PLUS! 


Des Moines .. . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 
National Representatives 


Results considered, WHO costs 
less than any possible “economy 
package” in Iowa: 

More lowa families listen 

to WHO regularly, daytime, 

than to all the 56 

other lowa stations COMBINED*! 
* Source: 1956 lowa Radio 

Audience Survey 


WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO.-TV, Des Moines 

WOC-TV, Davenport 


SALES MANAGEMENT 


Don’t read this depth interview by Lawrence M. Hughes if you 
like your life well-ordered. Don’t read this report if you prefer to 
let seniority, plus a little manipulation along executive row, carry 
you to the top. Don’t read this article if you are the kind to say “Oh, 
that’s all about radio, and what do I care about radio?” 


We will be surprised if some of you are not outraged that SALES 
MANAGEMENT publishes a report on a hard-driven, nimble, gutsy, 
provocative, shrewd, man who has never considered himself an execu 
tive, and who in the eyes of many, still has not yet “made good” in 
the big time. 


Paul Roberts has created plenty of controversy among the staff 
of SALES MANAGEMENT. Some of the people who have not met him, 
who know nothing more about him than what they have read in this 
report, are dubious, but the people, “who knew Paul Roberts when,” 
and worked with him, sing his praises. 


‘They recall fondly how he has always kept his eye on a central 
idea, shown no patience for the detail that occupies so many men, 
and how quick he is to grasp the basic idea and to concentrate on 
its development. 


Every industry needs a bold, adventurous leader. ‘That kind of 
man may never be accepted into the 
enrichened by 


“club.” but every industry 


gorous talent. 


No doubt Paul Roberts is the kind of man who will infuriate some 
people and some people will show him no quarter. But we applaud 
the arrival of a Paul Roberts in any industry because it will be a sorry 
day when the entire business world is run in the image of the man 
in the gray flannel suit. 


lf General Motors Does It... 


When a buyer of a product becomes a satisfied user, it is a fact 


that the buyer is inclined to be interested in and to buy other products 
made by the same firm. Because this situation is true, General \lotors, 
for example, long has had an extensive institutional promotion and 
publ city campaign to public ize the name of General Motors. At the 
same time, the heads of the various car divisions have promoted their 
individual cars vigorously in competition with cars of other makers 
and with other cars in the General Motors line. 

Now a famous publisher is putting the power of institutional and 
product advertising to work for the overall benefit of the corpo 
ration, and at the same time to produce results for the individual 
publications all of which are in competition with each other for 
the available advertising dollars. 
Richard EF. Deems, executive vice-president, Hearst Magazine 
has just announced an institutional approac h under the theme “10 
Keys to the Special Interest of 10 Groups of People.” The 10 key 
of course, refer to the 10 Hearst magazines, including Good Tous: 
keeping, and Hlouse Beautiful 


Penalty of an Appetite for Luxuries 
Mr. and Mrs. John Q. 


today to live beyond their income. But are the 


Americ a have neve! been ~) tempted i 


robb ng the bab 
iggy bank—and mortgaging its future—to buy a deluxe model of 


this or that instead of a bigger, and plainer model ? 


“Glamor details’’ beyond the consumer's pocketbook are played up 


' 
by builders manufacturers and consumer public ations in the 


ontends James Vl. Lange 


Practical Builder magazine Lange warns that home 


Col 
petition Tor the home buver’s interest 
vice-president 
buyers should not demand luxuries and sacrifice 


“more space in the 
basic house.” 
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Tulsa the heart of a billion 


dollar market! 
fair hunk of trade 


[hats a pretty 

ind nat irally, 
you'd like to have your share 
KVOO.-TV would like for you to 
have it, too—and they are ready 
to help, You see, KVOO.-TV 
blankets northeastern Oklahoma 
with the tops in network and local 
programming, And KVOO-TV 
Market re 


merchandising and pro 


doesn't «stop there 
search 
motion aids and constant atten 
tion to your account will make 
you glad you showed on KVOO 
TV. Yes, its CHANNEL 2 

for a real show 

in Tulsa! 


of profits 


channel 


For current availabilities 
contact any office of 
Blair Television Associates 


A Hearst magazine 


is the key 


to her confidence 


The Queen is in her parlor—when she’s not in 
her kitchen, the nursery, the supermarket, the 
ceramics class, the PTA or the car that’s wait- 
ing for the King to arrive on the 5: 23. 


She’s a woman in a hurry—and how do you 
catch up with her? With a mass medium, in the 
hope that she may have an eye or an ear cocked 
in that direction? There’s a surer way to gain 
her attention. Go where her attention is—to 
Good Housekeeping. 


A Magazine to learn by...live by 


Good Housekeeping editors—as an example of 
Hearst editorial insight—design each issue to 
build the reader’s confidence in herself. They ad- 
—and identify 


the products best suited to her needs with the 


vise, instruct and entertain het 


famous Guaranty Seal. She’s so sure when 
Good Housekeeping says so! 


But Good Housekeeping is only one of the 10 


| (casmoreuran 


Bride : 


HEARST ¢ MAGAZINES 


10 keys to the special | interests of 10 groups of people 


Hearst Key Magazines—each of them keyed 
to the particular interests of a widespread group 
of Americans. Each edited with a personal in- 
sight and understanding that reaches them when 


they’re in the mood to listen. 
Key men-—Key markets 


Hearst representatives are key men in the pub- 
lications field. Because — like the editors of 
Good Housekeeping — they speak for partic- 
ular groups of people, with an understanding of 


their needs and interests. 


As counselors on every phase of selling, they talk 
of markets in terms of people —and intensity 
of interest as the key to circulation. 


So that Hearst advertising is keyed advertising 

keyed to the special interests of individual 
people. If you want to be “at home” with these 
people, let Hearst editorial insight be the key 
that lets you in. 


CORPORATE CLOSE-UP 


NEW! 


Can Industrial Sales 


Unsnag the Zipper? 


FLEXIBLE IDEAS ON HOW 
TO USE BOOK MATCHES IN 
YOUR PROMOTIONS! 


Yes, there are new and exciting 
ways to stimulate sales with 

Book Matches. Lion Match 
Company's 50 man creative art 
staff specializes in the development 
of tailor-made, highly effective 
Match Book promotions. 

If you're looking for new ways to 
hypo sales, look into the Lion Plan. 
A comprehensive catalog is yours 

if you write on your letterhead 


LION MATCH COMPANY, INC. 
Dept. 9 Long Island City 1, N.Y 
Sales Offices in Principal Cities 


In the independent Northeastern | 
Wisconsin Market goods and 
services move to 200,000 people 
through a single medium reaching 
over 39,000 homes every day! 


Full color available 
GREEN BAY 
PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Phil A. MeClosky; Manager, General Advertising 


Ten times a second someone sews in a Talon zipper. But the firm 
is not shooting its wad trying for 11 in the tough consumer market 
of which it claims a one-third slice. Lewis Walker III, 44, dapper, 
mustached president, is looking over the shoulders of dresses and suits 
to virgin sales territory in almost zipperless heavy industry. 


There Walker’s chips are mostly on Plasti-Zip, an extruded, tooth 
less plastic closure widely used in plastic brief cases and garment 
bags. A major new application is in plastic “sausage casing” for cables 
that can be zipped open or shut at any desired spot or. sealed perma 
nently by injecting a chemical. Plastic dust protectors for machines 
use Plasti-Zips and the closure will even retain low pressure gases, 


ich as are used-in artificial ripening of tomatoes. 


Walker expects to release further news of this nature in mid 
October. A realist, he saw that piling on extra effort would only 
produce small returns in the consumer market where, as he claims 

Nine out of 10 women preter Talons; the tenth won’t remember any 
name at all. Not one in 50 knows any other brand.’ 

But despite all this, Z1P—the vigorous symbol for Talon on the 
American Stock Exchange ticker—has been seriously snagged. The 
zipper that derives its name from the eagle’s claw, became entangled 
in the early 40’s when the U. S. forced the firm into “essential” pro 
duction and a black market flourished in “unessential” zippers. The 
pattern was reversed in 1952 when Walker mistakenly anticipated 
a major war, stockpiled energetically and then had to slash prices. 
\ year ago a precipitous decline in demand left Talon with diminished 
revenues at a time of high automation expenses. 


‘Talon has no problem of keeping wholesalers sold since most sales 
are direct to garment makers ‘The firm is owner, or part owner ind 
landlord of its distributors of individually packaged zippers. An im 
portant retail outlet, the Singer chain of sewing shops, is indebted to a 
current Talon campaign. It features humorous photographs of a girl 
at a crowded bathing spot or usurping a park statue’s pedestal while 
completely engrossed in sewing in a Talon on a Singer. Despite 
Walker's more than 200 competitors, he is Mr. Big at not-too-brand 
conscious J. C. Penney and Woolworth. 


But few things are more useless than an unattached zipper and 
Talon’s volume is frustratingly entangled with apparel. No 1957 
sales rise is in sight on either of the field’s twin barometers, department 
store garment sales or purchases of patterns for home sewing. Walker's 
success in linking his closures with growth industries will be shown 
by ‘Talon’s 1957 earnings, described by a spokesman as “substantially 
in excess of 1956, currently estimated at $1.50 a share.” A bank 
director, Walker is an avowed conservative. Yet he paid a one dollar 
dividend last year when net profit of a little over $1 million amounted 
to only 83 cents per share. Sales were $33 million, some $800,000 
below 1955's. The source of Walker’s optimism can only be indus- 


t ial sales. 


Symbolic of Walker's diversification from the traditional zipper is 
Shu-Lok, a snap that may replace not only shoe laces but the galoshes 
zipper, which was the first application of the original hook-and eve 
zipper. It was invented in 1894 by a stout lawyer who couldn’t cope 
with buckles and laces but would undoubtedly today patronize the 
outlets of General Shoe Corp., Shu-Lok’s major customer. 
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to sell the engineer, 


whatever his function 


Read all about it... 
on — Three ! 


a a ub» piven gaquitr' 
Today's World * Br i\\ 
: \d: Atom «2 \N 
Remak ez = 
| Chea \ \ 
| Promise for Tomorrow A : mye \\\ 
3 ¥ . 


ALL the background, details, facts 

of big stories receive thorough documentation 
on The Inquirer’s “Today’s World— 

Page Three.” Result: “Front-Page Readership.” 


No advertising on Page Three. No hastily 
assembled “little news,” or miscellaneous 
features. Here is a careful look behind 
important happenings; an explanation of 
how and why they occurred. 


Pionee ors Pro 


Nautilus 


| 


Determined planning is essential to the 
success of “Page Three.” And it is planning 
that makes every page of this newspaper 

so inviting in appearance, so meaty with news, 
stories and features of real moment. 


Readers have noticed—and responded to 

The Inquirer’s obvious focus on quality. Readers 
have given overwhelming loyalty to the 

paper dedicated to serving its community 

so well. Thus, more advertisers place more 
linage in The Inquirer, than in any 

other Philadelphia newspaper! 


, + . ° 

— = oo 

| ——= The Philadelphia Prguirer 
| a FD 

. ~-mm | oe ase Ml & Bel... §— Now in its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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SIGNIFICANT TRENDS 


Marketing News 


1957: A TREADMILL TO WHERE? Our flip- 
over desk calendar is getting top-heavy, indicating 
that after about 100 more flips we'll have to get 
a new one. The newspapers are full of ads for win- 
ter toggery, and just last night our wife asked us 
to “think seriously” about what we'd like for 
Christmas! 


The signs all point the same way: 1957 is getting 
ready to slip into the history books! Actually, we 
start its final quarter in just a little more than a 
week. Where did the year go? What progress have 
we made in the past nine months? 


Progress? Have we really made much economic 
progress this year? Our first impulse is to say, “Of 
course, we have!” Because, after nearly 17 con 
secutive years of a bounding, booming, fast-step- 
ping prosperity, we've come to think of each year 
as having a built-in dynamism—a latent, ir 
repressible superiority to the year before. But, 
after reflecting a while, we're not so sure that 
1957 will show any progress to brag about. 


It hasn't been a really bad nine months (much, 
much better than any such period in the 30's, or 
even the 40's). In fact, as business periods go, it 
has been quite good. Yet, it’s been kind of a dull 
year—especially after the gay and mildly wild 
times we've enjoyed in other recent years. The 
truth is, we're used to change—we expect and de 
mand it—and 1957 has been one of the most 


static years to come along in some time 


The economy has changed very little. The eco 
nomic headlines last January featured “tight 
money,” “high interest rates,” “inflation,” “high 
wages,” “full employment,” “a pinch on profits,” 
and “competition” spelled with a capital “€ 

Today, nine months later, the economic news 


reads the same! 


The Gross National Product, measured in slightly 
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as Viewed by the Editors 


inflated dollars, is slightly ahead of last year. In 
stallment buying goes happily on, with only a 
modest increase in rate of repayment to change 
the picture. The birthrate, fabulous as it is, totaled 
no more than the expected three million in the first 
three quarters of the year. New home construction 
slipped, but the shift to the suburbs continued 


Farm prices edged up a little 


Of course, all of these movements are significant 
and portentous, but we can’t help but feel that it 


has been a “ho-hum” sort of year 


Better or worse? We've all had to jog along at a 
fairly good clip this year, even if our jogging has 
been on a treadmill. We'll admit that this treadmill 
is a fairly comfortable model, but spoiled as we 
are by races run in previous years, we don't find 
it very exciting. Nevertheless, unless you've got 
some sensational new products ready for introduc 
tion, you'd be well advised to get used to tread 
milling. It’s likely to be our way of life for another 
year or two, until the war babies start getting mat 
ried and raising babies of their own. Then, we'll 
start breaking records again. Then, we'll begin to 


boom again 


Meanwhile, don’t fall off the treadmill. If you 
do, you'll be in a poor position to catch your 
competitors later on—when the economy becom: 


“dynamically normal” once more! 


OFFICES IN ALL PRINCIPAL CITIES, That 
statement that only a few large companies 
make—and most of them deal exclusively in serv 
ices. However, its now possible for you to make 
this same boast, .if you like, and the cost ts rela 


tively small 


Answer-America, Inc., 1s a new Chicago-head 
quartered firm which offers telephone answering 


and address service—at a “first-class downtown 


Significant Trends 


(continued ) 


address’—in any or all principal cities of North 


\merica at a nominal rate. The offices are Teletype- 
equipped to get urgent messages to subscribers 


quickly 


Other advantages: You may list your own local 
phone number in local directories. The phone will 
terminate on the Answer-America switchboard. A 
telephone receptionist in each office, acting in 
effect as your secretary, will answer with your com- 
pany name and can take and forward orders. Your 
local representatives can pick up messages and mail, 


or be contacted when necessary 


PACKAGING IS NO AFTERTHOUGHT in the 
manufacture and distribution of most modern 
American products. It gets prime attention from 
both the sales and engineering divisions early in 
the production schedule 

In several cases, the package may cost more than 
its contents, says James W. Goff, a Michigan State 


University packaging expert 


The aerosol container for shaving cream is a good 
example Ihe can itself can cost from 35 to 45 
cents. The remainder of the 79 cents (average cost) 
must cover the propellant, marketing, overhead 
and profit, in addition to the cost of the soap. Dry 
cereal in individual serving packs cost several times 
the price of the same amount of cereal in a single 


large package 


But, says Goff, people want the added convenience 
that these special packages give and manufacturers 
vill continue to offer bigger, better—and more 
costly-—packages to satisfy this desire for con 


venience 


Golf is associated with M.S.U.’s unique School 
of Packaging, which offers the only full-fledged 
undergraduate curriculum in the country devoted 
to turning out specialists in packaging for indus 
iry’s diverse needs. The school, which grants a 
B.S. in Packaging, graduated 45 this year. The 


degree had one candidate when it was authorized 
in 1952 


As a possible future project for these young pack 
age men, Goff sees a need for a rectangular tin can 
that’s not made of tin. “The round type of con 
tainer,” he says, “takes up more shelf and ware 
house space than the modern world can spare.” A 
typical can of the future may be the rectangular 
aluminum one that is now used for a motor oil. 


THE PROBLEMS OF PRICING are getting more 
complex daily. Not only must a price cover manu- 
facturing and marketing costs, but it must leave 
# margin for the distributor, one for the dealer, and 
still have a few cents left for profit. A price must 
be competitive with those of similar products and 
be enticing to the customer. On top of all that, it 
must conform to an increasing number of govern 
mental regulations—and interpretations of those 


regulations. 


Westinghouse Electric Co. is currently trying to 
solve its pricing problems by letting each distribu 
tor set suggested list prices on major home appli- 
ances in his area. This fundamental change in price 
policy may well create more problems than it 
solves. It will be interesting to watch the effects the 
new program has on sales, whether good, bad or 


just plain confusing! 


Price policy changes may be made by still other 
appliance makers, but not necessarily along the 
same line as adopted by Westinghouse. These man- 
ufacturers, and others whose retail list prices are 
subject to widespread “discounting,” are anxious 
to get the consumer away from price-consciousness 
and back to brand-consciousness, Needed badly: 


one magic formula for accomplishing same. 


BEHIND THE SALES TRENDS 


Presidents’ salaries rose an estimated 5% in 1956, 
despite the fact that one in four chief executives 


took pay cuts. 


Television the world-over stacks up like this: 900 
stations, 63 million sets in 43 countries. The U.S 
has more than two-thirds of the receiving sets and 
half the stations. Source: “Television Factbook.” 
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SELLUTIONS 


...- TO EXHIBIT PROBLEMS 


DISPLAYS COMPANY 


PLANNED PROGRAM OF EXHIBITS 
INCREASES EFFECTIVENESS, REDUCES COSTS 


For most effective selling at lowest cost, a planned pro- 
gram should be developed for every advertising and pro- 
motion medium. These programs must be integrated into 


FORD JET ENGINE EXHIBIT 
HAS DOUBLE OBJECTIVE 


Che basic story Ford Motor Company wanted to sell was “per 
formance through industrial teamwork,” with the J-57 
Phi 


audience 


jet engine 


as an example story, however, had to be planned for various 


stockholders, and the 
l'o complicate the problem, the exhibit had to be 


types of technicians 


engineers 

won ral public 

physicall 
The ¢ 


to meet 
foot 


adaptable for use under a variety of conditions 
x hibit 
these 
booth and 
Versatility of the unit is assured through both construc 
It tells an intelligent story to technicians, but still 
general public 


shown above was developed by Gardner Displays 
requirements 
is easily adapted for use as an island-type 
displa 
tion and copy 
apy als to the 

Six oversize jet helmets with concealed speakers are suspended 
from the canopy over the engine, and a message repeater tells the 
story of the Ford Aircraft Engine Division and the J-57 jet engine 

The exhibit used at the Ford Stockholders’ 
Meeting; Armed Forces Day, at Selfridge Field; and the Oklahoma 
Cit Semi-Centennial, A of 
‘ heduled 


has already been 


number additional showings are 


AlL TODAY... FOR SELLUTIONS TO YOUR EXHIBIT PROBLEMS 


Gardner Displays 
477 Melwood Street 
Pittsburgh 13, Pa 
Ple« 
Check List 
» Trade Show and Institutional Exhibits 


ar mailing list 


m the following 


| 


It was designed to fit either 8 foot or | 


an over-all marketing plan. 


no exception. 


Trade show participation is 


Planning for exhibits at trade shows should begin with 
a study of the market represented and analyzed in terms 


The following will help you 
evaluate your own practices 
in exhibit planning. If you can 
answer ‘yes’ to these ques 
tions, your exhibit program 
should prove most effective 
1. Is your exhibit program 
planned in advance for at 
least a one-year period? 
Do you study show at 
tendance in relation to 
your company's markets 
before you decide what 
shows to enter? 
Do you budget all costs 
relating to show partici 
pation either as part of 
your advertising expense 
or in a special category? 
Do you consider design 
and construction costs of 
exhibits in relation § to 
total costs and to desired 
results? 
When your show sched 
ule is determined, do you 
discuss the whole pro 
gram with your exhibit 
designer? 
Do you plan exhibits for 
all related shows at one 
time”? 
Are your exhibits aimed 
specifically at the most 
important groups of show 
visitors? 
Do your exhibits tie in 
with your over-all adver 
tising and marketing pro 
gram? 
Is the literature offered 
or distributed at your ex 
hibits specifically planned 
to tie in with the objec 
tives of your exhibit? 


‘xhibit Quotient 


| of your market 


interests. 
Detailed information on at- 
tendance can be provided 
by show managements and 
participation should be 
made on this basis, not on 
“what you did last year.” 
This same analysis is also 
valuable in making exhibits 
more effective by aiming 
directly at visitors who are 
most important to you. 


With a program and 
budget set up in advance, 
it is possible to design ex 
hibits to do a good sales job 
in several shows. It may 
not be possible to use the 
whole exhibit, but portions 
can be incorporated to 
serve the purpose. When 
your exhibit designer and 
builder knows your whole 
show program, he can 
plan for maximum utiliza 
tion of the exhibit. 


Advance planning and 
scheduling of exhibits can 
increase inquiries and sales 
because they will be more 
closely integrated in the 
over-all marketing and ad 
vertising program. Tie-in 
material, such as invita- 
tions and literature, can 
also be prepared in ad- 
vance and there will be 
more time for details, more 
time to assign and instruct 
booth personnel 


Information on many 
trade shows is available 
from Gardner Displays. 
Tell us the people you want 
to reach, and we will send 
you a list of shows, dates, 
places, and show manage- 
ments. No obligation—just 
use the convenient coupon 
on this page. 
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A magazine for com:-mu'ni-ca'tive 


peopl ©...the editorial idea that powers Newsweek's 


record-breaking performance 


Recerd-Breaker No. 1—ADVERTISING. Niwsweex has far surpa 
the general weekly field in idvertising page gains during the first half of 19 in 
leads the newsweekly field in total advertising pages carried during the first eight mont! 


of this year 


Record-Breaker No. 2—QUALITY CIRCULATION. Nine ou 
of ten in business, industry, government and the professions seven out of ten at the 
decision levels. These are communicative people with the dynamic capacity fo 
encing the opinions and decisions of others in their family, business, social an 


nity relationships. Rate base for 1958: 1,150,000 
Record-Breaker No. 3— READERSHIP. Niwewrrk ha 


per copy than any other magazine in the newsweekly field.* The score stand ’ a ... the Fot-anteh for ] 
5.8; Time, 3.5; U.S. News & World Report, 4.3 com:-mu ni-ca five peopie 


Stns.) 
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Chilton announces... 


AIRCRAFT 
AND MISSILES 


© The first truly industrial maga- 
zine directed to operating 
management in the aviation 


manufacturing industry sonnel 


© The only magazine in the field 
exclusively edited for manufac- 
turing design and production per- 


® The only magazine in the in- 
dustry to offer advertisers ex- 
clusive coverage of aviation man- 
ufacturing 


FIRST ISSUE JANUARY 1958 


AIRCRAFT AND MISSILES MANUFACTURING is unique 


The prime purpose of this new monthly publication is to 
promote better communications between engineering and 
production personnel and between the manufacturers 
within the industry. In the past there has been no single 
publication serving a8 a common meeting ground and 
forum for the airing and solution of the combined com- 
plex problems of production and design. Original feature 
articles will deal with engineering and production by the 
most economically feasible methods. The approach will 
be one with emphasis on the whys and wherefores and 
on practical solutions to manufacturing problems. 


New planes and missiles will be traced from design en- 
gineering, through the production line and all the way 
to inventory. Stress will be laid on how the design and 
the production engineers can and must work together to 
deliver the goods to the user—civilian or military. 


AIRCRAFT AND MISSILES MANUFACTURING is needed 


Research has proved the need for an entirely new kind 
of publication to fill a void that people in the industry 
feel strongly exists today. Independent studies by John T 
Fosdick Associates, New York, conducted by personal 
interviews among key operating executives in manufac 
turing companies, indicate a “strong desire for concen 
trated information on new design and production tech- 
niques.” -These studies are being continued to keep a 
finger on the pulse of this fast-changing market 


* A Baa] mntrolles ircula 


Through extensive field work, which is continuing, a list 
of more than 15,000 names has been built, one by one 
Every name on the list represents someone whose func 
tion is related to manufacturing, engineering or purchas 


ing. This includes design engineers (in manufacturing); 
production personnel, such as plant superintendents, tool 
engineers, and department heads; and purchasing execu- 
tives. A and MM’s bull’s-eye circulation eliminates from 
your advertising expenditure the high cost of mass-circu 
lation, general-appeal aviation magazines. You do not 
have to pay for reaching people connected with air car- 
riers, maintenance operations, terminal airports and the 
like when your market is primarily the manufacturers of 
aircraft, missiles, engines and parts. 


A and MM fits the new industry pattern 


Due to current trends in the industry, contracts are being 
awarded with far greater care as respects costs. As a re 
sult, the prime and subcontractors must learn to produce 
more economically and efficiently. They are eager for in 
formation on how to do their jobs better. They want to 
get it authoritatively and with the minimum of reading 
time—preferably between the covers of one magazine. 
This is the objective of AIRCRAFT AND MISSILES 
MANUFACTURING 


A and MM's own editorial and advertising staff 


This new monthly publication, backed by Chilton’s years 
of publishing experience, will have its own editorial and 
advertising staffs—completely separate from any of the 15 
other Chilton publications. 


AIRCRAFT AND MISSILES MANUFACTURING, . cand- 


ard-size publication, has been professionally designed and 
styled by George Samerjan, well-known New York in- 
dustrial and periodical designer. The base rate for a black 
and white page on a 12-time basis will be $490. Sec 
September Standard Rate & Data for complete listing. 


AIRCRAFT AND MISSILES MANUFACTURING 


56th and Chestnut Streets ¢ Philadelphia 39, Pennsylvania 


A Chilton 


Publication 
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MAGAZINE 
AT 
WORK! ee for you 


In Residential Air Conditioning...Warm Air Heating...Sheet Metal Contracting 


LOOK THROUGH any issue. You'll see 
we have a mighty high regard for our read- 
ers. And the feeling is mutual. 


American Artisan’s authoritative edi- 
torial material helps readers expand their 
markets, operate more efficiently. They get 
practical assistance every issue — not just a 
diet of new product announcements, per- 
sonal news notes, and “‘shallow rooted” 


information. 


Result: American Artisan attracts and 
holds as paid subscribers the larger, more 


progressive dealers and contractors — those 


® @ 


who as a group handle 80% of the avail- 
able business. Their purchase of American 
Artisan is one indication of editorial value. 
Frequent awards to American Artisan for 
editorial achievement are another. 


But besides leading editorially — in both 
quantity and quality — American Artisan 
also provides the only fully paid (ABC) 
circulation . . . reaches the greatest con- 
centration of buying power, the KEY 
dealer-contractors . . . and leads in adver- 
tising volume. Doesn't it follow that 
American Artisan is where your advertis- 


ing should be concentrated? 


AMERICAN ARTISAN 


KEENEY PUBLISHING CO. AIR CONDITIONING HEADQUARTERS 


6 N. Michigan, Chicago 
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LETTERS TO THE 


EDITORS 


talk turkey with it 
Epiror, SALES MANAGEMENT: 


That article in the Aug. 16 issue, 
‘The Salesman and the Promotor,” 
is a real pip! This is real down to 
earth fundamental stuff that, it seems 
to me, any sales manager can use and 
talk turkey with to his advertising 
agency and sales promotion people. A 
bow to Nicholas Samstag for the 
thoughts, and a bow to you for run- 
ning the article. 


David T. Barry 


Director of Marketing 
Stowe-Woodward, Inc. 
Newton Upper Falls, Mass. 


at second gasp 


Eprror, SALES MANAGEMENT: 
Wouldn't inspiration be pretty dif 
ficult to come by at 15,000 feet in a 
1)C-3 which is not pressurized. Call 
me a landlubber or give me oxygen! 
George W. Sheek, Jr. 


V ice-president 
Indera Mills Co. 
Winston-Salem, N. C. 


& Vr. Sheek is 


referring to a cap 
‘Air Raid on the 

Sales Front,” p. 36 of the Aug. 
ssue, 15,000 


on we wrote tor 


It said: “Inspiration, 
treet up.” 


the trouble with retail selling 
Epiror, SALES MANAGEMENT: 

I can readily understand your feel 
ings and questions about “What the 
hell has happened to retail selling 
‘Trends, page 16, Aug. 


ssue.| (Good retail selling is a serv- 


Significant 


consumer 1s not willing to pay 
tor. 

All retail businesses do wish to em 
ploy considerate, 
kindly, honest 


eflective, educated, relia 


intelligent, under 


standing, informed, 
(PPTessive, 
ble, enlightened, persuasive, qualified 
salespeople. | hose ( harac te istic S are 
sut this 
type of salesperson comes high. 


Most salespeople, ] believe, would 


expected by most consumers. 


like to be of service to the consumer 
Sut the day-after-day 


haggling and 
badgering by the 


consumer about 
price hardly leaves the salesman eager 
to be helpful. Often, the desirable 
type of retail salesperson goes off to 
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more 
fields. 

The void is filled by an animated 
human vending machine. 
informed, 


profitable and less irritating 


This un- 
incapable, unimaginative 
machine (labeled salesperson) is ca 
pable only of quoting a price. For 
example: “Manufacturer’s list price, 
$ . Our (cut-rate, big discount 
price-smashing) figure, $ oy 

This type of selling runs through 
out retailing. It was created by the 
consumer and exists because the con 
sumer wants it that way. 

Of course, there are exceptions. 
There are many, many 
intelligent consumers, 
good service. 


reasonable 


desirous ot 


My business (in the same price 
slam ‘em and bang 'em league as TV, 
automobiles, appliances ) iS run and 
staffed by salespeople who do please 
the consumer, It’s paying off profit 


ably. 


Ted Powe 


Lobby Hobby, Inc. 
Detroit, Mich. 


Eprror, SALES MANAGEMENT: 

Your Aug. 2 issue contained com 
ments on a subject I have been aware 
of during my over 30 years of sale 
work, particularly so during the last 
15 years. I refer to “How Sales 
Are Lost,” on page 16. [Si 
l'rends | 

‘The commentator gives the impre 
sion that this was his first 
with this startling 


onl int 


contact 
undesirable and 
Almost any buy 
whether 
ndividual, will testify that your 


irritating situation. 
a A however, corporate or 
con 
mentator’s experience was not unique 
It happens regularly not only in the 
retail selling field but in most selling 
fields. True salesmanship just isn’t 
practi ed by so-called salespeople to 
day. 


Sales Training Directos 
Armour and Co. 
Chicago, III. 


one pitfall avoided 
Epiror, SALES MANAGEMEN 


I just completed reading the fine 


I 


article by W. M. Harks in your Jul 


{continued on page 27) 


THE INQUIRING 
ADVERTISER: 


“What! I'm Overlooking 
the Biggest Market 
of Its Kind?” 


Answered by Harold Walker 
and Bert Ferguson, of Radio 
Station WDIA, Memphis 


QUESTION: I've been told that I'm 
overlooking the biggest market of its kind 
in the entire country. How can 1 sell this 
market... as @ unit . with just one 
medium? 


Mr. Walker: The 1,237,686 Negroes with 
in WDIA's coverage make up the largest 
market of its kind in the entire country 

nearly one-tenth of all the Negroes in 
the United States! 


Mr. Ferguson: And one medium, WDIA 


OLA by programming exclusively 
A to these Negroes 


influences 
this high volume, sales re 
sponsive market to atop 


P, 
listen, and buy 


Mr. Walker: With an earning power of 
$616,294,100 last year, Memphis Negroes 
spent, on the average, 80% of this 
come on consumer goods! 


asaunit! 


in 


Mr. Ferguson: WDIA, the 
only 50000 watt station in 
the Memphis 
bines power and coverage 
with powerful personal ap 
peal and hard-hitting sales 
manship—to act as a 


aréa, com 


high 


14 powered selling force to the 
largest Negro market in 
, /t America! 


a 
‘ Mr. Walker: WDIA dom 


nates commercial contact with this h 


gh 
volume market. WDIA and WDIA alone 
can—and does deliver th portion of 
the Memphis trading area to you as a 
unit 
Mr. Ferguson According t i city 
survey by one of the countr irgwest cor 
porations, Memphis ranks first in ratio of 
total Negro to total white income In 
Memphis, there is $28.79 of Negro in 
come for every }100 of whit income 
Compare this with $6.59 for « ry $100 
in New York ‘ $7.89 for « i $100 


in Chicago! 
Mr. Walker: WDIA_ consister 
Carries a larger number 
tional idvertisers than 
any other radio station it 


Memphis lake it 


“7 


from 
week-a-year advertis 


ers like 


Chesterfields, Carnation Milk, 
Kroger Stores, and Taystee Bread 
the Negro is listening! 
Mr. Ferguson: And the Negro is buying 
‘ on an overwhelming scale. He's buy 
ing 47.3% of all the bread 1! in Mem 
phis . 52.5% of the shortening 


50.1% of the hand lotion and cream! 

Mr. Walker: A share of this $616,294,100 
market can be yours! Drop a line 
tell us what product you w 


int to sel 


Mr. Ferguson: Let us show ih 
can reach and sell the 
market in the country 


largest v¢ 
asa unit! 


W DIA is represented nationally by 
John E. Pearson Company 


“POR INFORMATION CALL” 
SERVICE DISTRIBUTORS 


ore RICHARD 
16P ark vdhe ORnge 3-454e 


SERVICE DBALERS 


Essex Lawn Mower Co 
340NP ark E Or: 3-2740 
MOWER 


olay 6-09790 
Bm vA ae ORnge 2-1252 


THIS TRADE-MARK quickly 
identifie Briggs & Stratton 
authorized service dealers and 


distributors in nearly 1900 classi- 


fied tele phone director 


“WE GET LOTS OF CALLS 
through our listing under Briggs & 
Stratton in the Yellow Page - 
Mechanic Gunnar Kathene 
Richard G, Pfeiffer, Ine 


at make great products even better! 


cvcur 


og 
wnsees ib sTiaiion 
Compe Foot | 


& STRATTON CORP Yellow Pages | 


BRIGGS & STRATTON uses this 
Pages emblem in their 
nations dverti ing to direct more 


bu re " 0 thei dealer 


“TRADE MARK SERVICE LETS OUR 
MILLIONS OF ENGINE OWNERS KNOW 


WHERE SERVICE DEALERS ARE LOCATED’ 


says W. B. Van Vieet 
Service Manager, Briggs & Stratton Corp. 


“There’s a Briggs & Stratton factory-approved service dealer in nearly 
every community...and that’s important to the people who buy our engines. 
When they need service, they can easily find the nearest service dealer by 
looking for our trade-mark under ‘Engines—Gasoline’ in the Yellow Pages,” 


explains Mr. Van Vleet. 


l'o see what other well-known advertisers use Trade Mark Service, just look 
in the Yellow Pages of your telephone directory. Trade Mark Service helps 
prospective buyers find your local authorized sales and service outlets 


easily and quickly. 


Find out how Trade Mark Service can be tailored to your national, regional 
or local markets. Contact the Trade Mark Service representative at your 
telephone business office. 
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LETTERS 


19 issue Let's ‘Take a Look at the 
Pitfalls in Diversification.” 1 think 
that Harks has said here, and said 
very well, something that badly 
needed saying 

I recall a few years ago a visit with 
a group of people from a company 
whose primary business involves the 
sale of plant installations costing from 
$150,000 to over $1 million each. 
‘This company had picked up an op 
tion on a new product—a_ small 
mechanical contrivance which would 
sell as a component to machinery 
manufacturers at prices ranging from 
under $10 to about $100, depending 
on size 

‘They had found out they had plant 
facilities to make this device; that, in 
fact, it would fit in very well with 
their manufacturing operation All 
they had to find out now they 
thought was how big the market 
for the device would be. It developed 
that they were planning to sell this 
new product with the. same sales 
force which sold their expensive plant 
installations 

It was not a little difhcult to con 

nce them that some thinking should 
be done on this point. ‘They finally 
were convinced, however, and afte: 
further investigation discovered it 
would be necessary to establish an 
autonomous sales department. ‘There 
upon they gave up the idea of making 
the product, and this pitfall of diver 
sification, at least, was avoided 


H wh tritton 


Director of Censu 
\IicGraw Hill Publishing Co., In 
New York, New York 


business paper ads 


keprror, SALES MANAGEMEN' 

On pages 66 and 67 in the July 19 
ssue of SALES MANAGEMENT there 
ippears a very interesting arti le en 
titled “Are You Getting Any Extra 
Value Out of Your Business Publ 
ition Ad 

If reprints are not available ma 
ve have your permission to prepare 
ur own reprints so that we can a 
quaint more salesmen with the stor 
that appears in your publication 


lohn |} Neuberger 


\lanage 

\dvertising &N ile 
(jeneral Electric Co 
Wiring Device Depar 
Pr d . d | 
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Ou-My-WHAT 
A-PRETTY-LEG 


When a woman sees that gleam in the eve of het 
beau, or the stare of the naughty stranger, she can be 


reasonably sure that her stockings are fitting pretty. 


If she has been clever enough to buy a pair adver 
tised In our pages she can lye doubly please d, for she 
will know they are right from toe to welt. For these are 
some ofthe checks our Textile Laboratory makes before 


we recommend any hose to our 11.2 oo readers: 


Q@ If it is claimed that the fabric is a certain gauge 


we count the wales around the top circumference. 
Gg To test stretch we torture the critical pornts, knee . 

instep, foot. Too mui h or too little give— out it goe 
CG Heel and toe reinforcement: must be adequate, but 

not unsightly. We insist on beauty, as well as pet 


formance. 


There are other checks made, including use by staft 
members and other women who wear the stockings 
and report their finding 

It is this kind of wales-to-welt research that makes 
31,000,000 women rely on the brands we guaranty, 
absolutely. 

And whether you sell stockings, or merely admir 
them, if you would | tep out martly in the 
sales parade we suggest you talk with us. Call Good 


Housekeeping, 57th St. & 8th Avenue, New York. 


* Guaranteed by 
Good Housekeeping 
dj » 


Important news 
is the news that 
important people 
use...act on 


...and right now, 900,000 


of them are reading it in 
“U.S.News & World Report” 


For the readers of “U.S.News & World Report,” 
news is something happening to them. They 
are participants in it. They see, in reading this 
magazine, how the news touches them directly, 
what they should do next, and what they should 
do now. 


For most people, national and international news is 
an impersonal thing—a chronicle of what happened 
to somebody else, remote and unrelated to them. 
They do not participate in the news. They are 
spectators. 

Not so for the readers of ““U.S.News & World 
Report.”” Here the news has useful meaning. From 
it, they arrive at their important plans and decisions 

-immediate and long-range—for their business, and 
for their families. 

The unique publishing formula of “U.S.News & 
World Report”’ accounts for this active participation. 
It is the only news magazine devoting its entire con- 
tent every week to the essential and useful news of 
what’s going on in the world. The editors consider 
each important news event—each important speech 

-each important development with the reader and 
his questions in mind: 
“Why and how did it happen?” 
“What effects will it have on me?”’ 
“What’s likely to come next?”’ 

“U.S.News & World Report’’ answers these ques 
tions. It makes the news clear, alive, exciting, useful. 
“U.S.News & World Report’”’ becomes an “active 
partner” in the reader’s thoughts and actions 

Such news, of course, holds and attracts those who 
have the biggest stake in the news. Three out of four 
subscribers to ‘"U.S.News & World Report” hold big 
and responsible jobs in business, industry, govern 
ment and the professions. Family incomes average 
$14,826—highest of the news magazines. Here are the 
people whose ideas and actions determine how busi- 
ness acts and buys—how the most important part of 
the consumer market acts and buys 


l.S.News USEFUL NEWS 
& World Report BRE 
PEOPLE 
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An essential magazine 


readers .. 


Advertising offices 
vertising 


people read, respect and believe “‘U.S.News & World 
Report.”’ Right now, America’s important companies 
are advertising to these important people through the 
pages of “"U.S.News & World Report.” 


Right now, more than 900,000 of this kind of 


“MOST USEFUL TO ME IN MY WORK" 


“THE MAGAZINE IN WHICH I PLACE 
MOST CONFIDENCE" 


“U.S.News & World Report's” present managerial 
cireulation of 679,680 is split almost 50-50 between 
top management and middle management. Both 
managerial groups are active participants in the 
news; both have their important say on the ‘decision 
teams”’ making today’s big plans and decisions 

Typical of these people are those listed in “'Who’'s 
Who in Commerce & Industry,’’ Ward's Automotive 
Directory, “Who's Who in America.”’ Continuing 
surveys among these and other standard rosters and 
directories show "'U.S.News & World Report”’ to be 
read by almost half (44.8°7) of the people listed. In 
each and every survey, ‘“U.S.News & World Report” 
is the magazine in the news and management field 
receiving the most votes as the magazine ‘most 
useful’’ to these men in their work, and the magazine 
in which they place ‘most confidence.”’ 


And when you get down to the fine points of getting the moat 
out of your hard-working ad dollars, remember that because 
of both circulation growth and advertising growth, the per 
thousand page cost of ““U.S.News & World Report” is now 
the lowest in the field! 


Americas Class News Magazine 


essential to more and more 


. essential to more and more advertisers 


45 Rockefeller Plaza, New York 20, N.Y. Other ad 


offices in Boston, Philadelphia, Cleveland, Detroit, Chicago 
St. Louis, San Francisco, Los Angeles, Washington, and London 


29 


lleart ZI the Pacif se Northwest 


SPOKANE MARKET 


WASHINGTON 


Portland 


ORSGON 


Metropolitan Concept undersells Spokane Market's Full Sales Potential 


Effective Income $1,922,915,000 

Total Spokane Market Retail Sales $1,287,109,000 

The self-contained Families: 346,300 (Population: 1,108,200) 

Inland Empire The Spokesman-Review and Spokane Daily 
Chronicle reach $ out of 10 families 


Effective Income $1 186,915,000 

Retail Trading Zone® Ketail Sales $ 760,054,000 

One of the largest areas Families: 201,800 (Population: 645,100) 

in the nation The Spokesman-Review and Spokane Daily 
Chronicle reach 8 out of 10 families 


Effective Income $519,983,000 

Metropolitan Spokane Retail Sales $338,221,000 

Hub and trading center Families; 87,500 ( Population 267 800) 

of the Inland Empire The Spokesman-Review and Spokane Daily 
Chronicle reach 10 ont of 10 families 


Totals are cumulative, Population, households, income, sales Sales Management 1957, Circulation AGC Audit Report, March 31, 1956 
"24 complete counties shown Latest date, with exception of circulation, unavailable for paris of counties defined by ABC 
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The Spokane Market is: 


4 times as big 
as it looks! 


it’s One Big Exception to metropolitan area concept 


= rT 


—_ 


AAAS = SS 


Selecting markets by metropolitan areas can be risky business 
especially when you take the chance of underselling a mass market 
of the Spokane Market’s magnitude. Isolated by great distances and 
giant mountain ranges, this big inland market is distinctly different 
one big unified sales entity that is 4 times as big as its metropolitan 
center in population income and retail sales. And it's sold com 


pletely with just two newspapers— The Spokesman-Review and Spokane Dail) 
Chronicle 


THE SPOKESMAN-REVIEW ae a 


SPOKANE DaiL_y CHRONICLE [fg 


Cresmer & Woodward, In unday Spokesman-Review carr 
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WBTV’s proven sales power finds its firm 
foundation in audience domination. The 
remarkable extent of that domination has 
just been measured 


In ARB’s brand new total area report of 
television viewing in the 80 counties served 
by both Charlotte stations * 


@ WBTV WINS 442 OUT OF 465 QUARTER- 
HOURS SURVEYED 


WBTV'S AVERAGE SHARE OF AUDIENCE 
FOR THE ENTIRE PERIOD IS 79.3% 


THE TOP 53 MOST POPULAR SHOWS ARE 
ON WBTV 


WBTV’s dominance is durable. Ask your 
WBTYV or CBS-TYV Spot Salesman to show 
you the complete ARB Total Area Report 


*The Charlotte Total Coverage Area 
ARB—June 25 


CHARLOTTE 


JEFFERSON STANDARD BROADCASTING COMPANY 
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What Does a Sales Executive Have to Do 


to Move Higher up in Management? 


There are at least six important answers: 


@ 1. 


@ 2. 
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He must keep his sights high enough to avoid total 
preoccupation with sales. 

He must acquire a substantial understanding of other 
corporate activities: finance, engineering, personnel 


relations, for instance. 


. He must balance devotion to volume with an equally 


intensive concern for profits. 


. He must learn to analyze facts for use as the basis of 


decisions. 


. He must develop and maintain a broad interest in 


economics and philosophy. 


. He must keep abreast of developments in scientific 


management. 


By CHARLES W. SMITH 
Senior Consultant, McKinsey & Co. Inc. 


Judson Sayre, Norge 


Lewis Gruber 


f 


Leland Doan, Dow Chemical 


T a 


Wm. Stolk, American Can 


... to Move Higher up in Management ? (continued) 


La iV nye marketing 
econ 0 mportant corporate 


rrowth that men who ive demon 


trated their abilit t plan sound 


ovran are novinyg rapidl 
top ¢ helons of Management 

vidence ot this trend is the 
list of corporate chief execu 
es who have come up through sales 


Hlowe el Wally sale executive 


ire tailing to capitalize tully ol 
de clopment opportunities 
lurthermore compan that ire 


pending izable sum in recruiting 
indidates tor promotion to highe 
executive positions have not exploited 


the full 


ale chiet 


growth potential ot their 
Many able sales exe 


es have been rep itedly passed over 


oO promotion t iobs that provide 
fepping stone to top echelon posi 
tions Why does thi situation 


ind wha in a sales executive do to 
hance ol being tapped 


op-drawer management job? 


Set Your Sights Higher. One of the 


factors that keeps many able sale 


executives trom being considered for 


i top-drawel 1ob simply that the 
r et their s ohts too low Lhe 


s 


have rea hed the top 


een to teel they 


ot the ladder 


when they become sale 
iaget Lhey don pire to more 


ponsib lity 


This attitude limits their thinking 
‘They 


expand their interest horizons to the 


o Sales problems. refuse to 
broader problems of top management 
but confine their efforts to technical 
matters related to their immediate 


assignment 


Develop Your Technical Background. 
Sales executives who have been grad 
uated to top management positions 
are well rounded men who know the 
basi problems of their companies in 
manutacturing, accounting, engineer 
ng, finance and personnel relations 
In addition, they know the principles 
of organization and have studied the 
science of administration. “Thus, they 
inderstand and can deal effectively 
with problems that fall outside the 
irea of 


responsibility normally is 


signed to the sales department 


Become Profit-Minded and Cost- 
Conscious. (ne weakness commonly 
ittributed to sales executives is that 
they are so volume-minded that they 
pay too little attention to costs o1 
prohits lo some extent this criticism 
valid, particularly in companies in 
withholds 
nformation from them 


which top management 
ertheless, any alert sales execu 
tive who thinks about profits, as well 


is about getting an order has many 


opportunities to show he understands 
what is involved in increasing profits 
in his industry. Such an attitude helps 
him to “talk the language” of top 
Management 


Learn To Use Facts. Another criticism 


commonly voiced regarding many 
sales executives is that they do not 
know how to use facts in reaching 
decisions, but rely too much on per 
sonal experience. 

(j;00d judgment is required of any 
executive, particularly of chief execu 
tives, However, the most successful 
chief executives have nearly all been 
Because 


they realize the impossibility of mak 


good fact-and-figure men. 


ing decisions in areas of business 


where their personal experience is 
limited, they have learned to ask for 
figures that disclose basic facts about 
a specific situation requiring a deci 
sion. ‘They have also learned how to 
check hgures so as to cat h any cover 
ing up either intentional or unin 
tentional. In many instances, this 
checking is done by getting opinions 
of informed people with a variety of 
interests in the problem under con 
sideration. In other cases, it involves 
personal inspection of key situations, 
but always against a background of 
previously developed information. 


NIany sales executives, however 
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|__ J, $. Hewitt, Anahist Co— 


| 
| 
| 


Ralph Cordiner, GE 


and more... 


R. G. Wheaton, Line Material Co... .C. D. Alder- 
man, Youngstown Kitchens Div., American-Standard 
Weitzen, Gruen Watch Co. ... 
E. P. Severns, Continental Steel Corp. . . . Craig D. 
Munegon, International Silver Co. . . . Robert Steven- 
son, Allis-Chalmers Mfg. Co... . Albert L. Nicker- 
son, Socony Mobil Oil Co., Inc. . . . Clark R. Gamble, 
Brown Shoe Co... . Donald C. Minard, The Trane 


..+« Edward H. 


nstinctively dislike to work with fig 
ires. Many of them have become so 
manipulating statistics to 
prove a point that they distrust all 
Such men have great difh 


expert in 


higures 
culty in convincing top management 
that they Possess the skills required 
for promotion to a top echelon posi 


tion. 


Become Interested in Economics and 
Philosophy. Ability to sense the un 
derlying causes of change in our econ 
omy 18 an important qualihcation of 
i chief executive. Men who aspire to 
uch positions typi ally have a broad 
nterest in both economics and ph 
losophy. 
Some have become terested in 
these subjects through formal educa 
tion; others have acquired thei 


broad 


a man has such background, 


knowledge through reading 
{ nless 


however, he ill-equipped to inter 


ret the basic trends that can influ 


e a companys health and growth 
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Ross Corbit, Hiram Walker 


Cc. G. Mortimer, GF 


* 


a 


Learn More About Scientific Man- 
agement. As companies have grown, 
there has been a greater and greate 
need for professional managers. ‘Thus 
a new class of executives skilled in 
the arts of scientific management has 
been gradually assuming greater re 
sponsibility in our major corporations. 

Many sales executives do not un 
derstand the language used by the 


| hose 


who have developed such an under 


cientinc management group 


anding, lwwever lave oune i¢ 
tanding, | I t 1 th 


knowledge extremely helpful in in 


terpreting current developments in 
orporate organization structure and 
operating practice. 


staff,” 


exception and 


span of control,” “line and 
management by 
long-range planning” stem directly 
trom the scientific management group 
All of these cone epts have been ap 
plied in reorganizations of sales de 
partments in many companies with 
out the sales executives being tully 


vare of what was being done 


Products Corp. . 


Such con epts as 


John Coleman, Burroughs 
| ' } | | 


Wm. Drake, Penn Salt 


Co....C. J, Backetrand, Armstrong Cork Co.... 
Richard R. Higgins, Kendall Co... . Fred C. Foy, 
Koppers Co., Inc. .. . Maicolm Meyer, Certain-Teed 
. + Thomas J. Watson, Jr., Inter- 
national Business Machines Corp. ...W. W. Wachtel, 
Calvert Distillers Co... . Robert P, Gwinn, Sunbeam 
Corp. ... George W. Bengert, Norwich Pharmaca! Co. 
William L. Sims II, Colgate-Palmolive Co. 


\ A result Man 


have tailed to take advantage 


portunities to contribute 
velopment of important new manage 


ment concepts This is parti 


true of companies that have 


to apply the “total marketing 


ept, thereby creating many new ma 
keting management positions tor which 


ales experience | i primar quail 


ation 


Who is Responsible For Your Devel 
opment? ‘The concept of the self 
nade man seems to have been 


ground rapidly as company tite 


ompany has initiated some type of 


executive development program 


number of leading companies | 


established their own executive tra 
ng colleges; many middle manag: 
nent men are now being enrolled 

at lead 


advanced management course 


ny universities 
I hese moves b top 


{continued on page 


THEY’RE IN THE NEWS 


BY HARRY WOODWARD 


Research Made Sales 
For U.S. Rubber's Mr. B. 


Walter F. Brown, a tall, poised 
man who can talk over the phone 
call directions to his secretary in the 
next room and conduct an interview 
all at the same time and without 
losing his way, is the new general sales 
manager, U.S. Tires Division, United 
States Rubber Co. He’s a sold man 


on the value of market research and 


planning and well he might be: Walt 


Srown’s most recent job with the 
company has been as manager of 
marketing research and_ planning 
Now he has responsibility for all re 
placement sales of passenger, truck 
farm, off-the-road and industrial tires 
sold under the U.S. Royal brand. He 
joined the company in ’45 after he 
was discharged from the Armed 
Forces. And he came up through dis 
trict managerships, first in Springfield 
\lass then Los Angeles. Next he Wa 
manager of market development. In 
he became divisional sales man 
iger with headquarters in Detroit 
\fter that issistant general sale 

nanager, U.S. Vires Division 

He's married to the former 
Shackford, of Newport The 

in’ Old Greenwich, Con: 

within 5 spra\ ot Long Islar 

Sound—with their two children 
We photographed him in the hand 
some Exhibition Hall of U.S. Rubber 
in New York's Rockefeller Cente: 


“Mr. Dow" To His Company's 
Customers 


When a company gets as large as The Dow 
Chemical Co. it needs more than a trade mark. 
Sometimes it needs a sort of living trade mark. And 
so Dow has created a new post—director of cor 
porate relations. ‘To man it, Donald Williams, who 
as v-p and director of sales knows more about Dow's 
customers than anyone, moves out of his sales post 
and into this broader based one. Dow’s president 
Leland I. Doan, said this about the job: “(It) will 
serve the immediate as well as the long term pur 
pose of improving and extending the company’s con 
tacts with other corporations, whether they buy 
from Dow or supply products or services to the 
company.” ‘This new department will keep close 
tabs on all company operations, sales, purchasing, 
research, production, Williams is almost a salesman’s 
idea of a salesman: He started with Dow in ’24 
is an agricultural chemicals salesman, has _ risen 
steadily. In 1945 he became general sales manage 
and director of sales four years later. He plans to 
spend a lot of his time calling on old friends—his 


and Dow’s. 


An Automobile "Wheel'’ 
Rolls To A New Stop 


Last year James J. Nance made auto news when 
he moved from Studebaker-Packard to Ford: He 
had labored mightily to restore the Packard name 
to its former magic, then gave a push to Studebaker 
when it merged with Packard. But when Ford's 
horn blew, he climbed aboard. And now he is moving 
Irom a top company job to a top operating job. 
Jim Nance one of the best-known sales executives 
in this country—is relinquishing his post as v-p 
marketing for Ford to become \ p and general 
Manager of the newly-consolidated Lincoln and 
Mercury Division. ‘Uhis really puts him on the 
sales griddle: For he'll have to buck the competition 
of Ford’s newest family member, the much-heralded 
Edsel, whose four lines will cut into Mercury's 
price bracket and at the same time, with its top 
model, will come so close to Lincoln's slot that 
Nance must fight on all fronts. He'll have com 
petition trom his own company as well as Ford's 
ompetitors. Nance is credited by many with putting 
Hotpoint—of which he was president before he 
joined Packard—on the appliance hit parade. And 
he got his technical knowledge when he put Hot 


point into the aircraft engine business during World 


War Il 
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Management Goes Back to School 


A Picture Story by STANLEY E. SMITH 


ears since 
es have sat 

or partici 

i student 

ti eral hundred 
gement the pleasant 
rey ited this summer 
i¢ campus ot Colgate 
tate Hamilton, New 
n was the Summer 
Amer in Vlanage 
ear- round hed 
ities and 


far from the 


in ideal environ 
hange ideas trom 


iri dm inayement 


Thine c lon ime 
t ontinuation of 
Hat and courses 
luring the course 
re Cal there are special 
h as the Presidents’ Round 


thre \lanagement ( ourse 


all parts ol the country, attend classes 
in the same rooms in which college 
boys struggle through their lessons, 
and relax with the same recreational 
facilities on the 1 OOO-acre campus 
which in fall, winter and spring plays 
host to 1,300 younger men, some of 
whom perhaps, aspire to be corpora 
tion presidents one day 

Among the company presidents at 
tending: William E. Dunlap, Alumi 
num Extrusions, Inc. ; James H. In 
gersoll, Ingersoll Products Division 
Borg-Warner Corp.; Raymond Ef. 
Olson, ‘Taylor Instrument Companies ; 
Cjaylord C, Whitaker, Graflex, Inc. 

Among those attending the Mar 
keting Course: Valentine B. Cham 
berlain, Jr., sales manager, Vhe Stan 
ley Chemical Co., Division of The 
Stanley Works; Charles W. Lock 


hart, sales manager, Blower and Ai 


Conditioning Division, Buffalo Forge 


Co.; John P. Shepard, manager, Great 
Lakes Division, Ortho Pharmaceuti 
cal Corp.; Harold E. Wright, vice 
president-Sales, Gardner Board and 
Carton Co, 


LEADERS OF INDUSTRY, looking 
relaxed and informal, go off to morn 
ing classes to struggle with some 
tough subject matter Examples 
“Techniques of Long-Range Plan 
ning,” “Building an Over-All Budget 
System for Profit Planning,” “Effec 
tive Functioning of the Corporate 
Director and Board,” “Marketing.” 
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DISCUSSION OF BUSINESS PROBLEMS continues as REPORTS AND TEXTS written by and for management, 
students spill out of classrooms. Center: Thomas H. were offered in a special display. Overseas student Frant 
Vaughn, Pabst; right, J. W. Patterson, Asiatic Petroleum. Kirby, general manager of Nestlies Food Specialties in 
Photographer slipped on identifying third man. Australia, selects a batch to take home 


| 1 


THEY’RE NOT ALWAYS SERIOUS: Every classroom had THREE HEADS ARE BETTER THAN ONE, Huddled over 
its lighter moments. Felix Lopez, New York Port Authority, an assignment: (left to right) A. H. Hobelmann, Aviation 
rouses a laugh during his talk before the Personnel Ori- Division, Walter Kidde & Co Arthur T. Moyer, North 
entation Seminar. The executives were attentive students. American Companies; E. E. Baker, C. H. Wheeler Mfg. Ce 


COFFEE BREAK on the lawn of Colgate’s Quadrangle. At the sum 
mer session, informal attire is the thing in fact, ties are taboo 
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Management goes 


Back to School 


160 } 


IT’S COLLEGE ALL OVER AGAIN 
L. Byron Cherry (left) vice-president 
relaxes momentarily while Bob 
f director of the Marketing 


makes a point 


OVERSEAS EXECUTIVES joined Americans in the study. AFTER-DINNER SMOKE in the Presidents’ Hall of the 
Here is Aldo Fabris, of Ente Nazionale |tdrocarbari, Rome. Student Union. Talk usually centered on classwork. 


Scientific Executives 


“There is a new factor in the 
life of America,” says AMA's 
President Lawrence A. Appley 
(left), “that has far greater 
significance than many of us 
realize: the widespread accept 
ance of the meaning and prac 
tice of scientific management,” 
Executives can no longer afford 
to “fly by the seat of their 
pants.”’ They must be trained to 
plan, measure, compare and an- 
ticipate, and to utilize the newer 
concept of teamwork in indus- 
trial management. There is, says 
Appley, a “most heartening sign 
that managers are recognizing 
their responsibility for improv- 
ing their own and their subordi- 


nates’ competence.” 
AMA PRESIDENT Lawrence A. Appley roamed from session to session, 


talking management shop with executives from scores of industries 


RECREATION DIRECTOR “Sandy” 
Sanderfer (right) coaches a group of 
rod-and-line enthusiasts in casting for 
greater distance and accuracy. 


ALL WORK AND NO PLAY is even 
worse for corporation executives than 
for folks with fewer responsibilities. 
Foursome: (left to right) William 
Iverson, Bell & Howell; Harold 
Yeager, Mallinckrodt Chemical; Augie 
Haffenraffee, Haffenraffee & Co.; 
Peter Vander Vliet, International T&T 
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PLAYTIME, AND MANY SPORTS 
Students soak up the sun on the shore 
of Lake Moraine, three miles north of 
the Colgate campus. Sports activities 
served all tastes, from golf and tennis 
to sailing and water skiing 


How Deep Is the Tax Bite? 


the SALES MANAGEMENT Survey of Buying Power breaks consumer-unit 
incomes down by five income groups according to their net (after tax) incomes. 


What do they average, and what would be the figures before taxes? 


a 


——~ 


Source: Dr. J. M. Gould, Director of Research, SALES MANAGEMENT 
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DRUGS 


=! WI 


they Buy More because they Have More! 


@ Our artist is barely stretching the point. Drug store Pits Bie... it 


s growing! In 1956, Indiana wa 
sales here actually are a staggering 79% above the na- in industrial growth in the U.S 
tional average!* In turn, pharmacists (and pharmacists’ ’ 

| 3 P It’s Sreapy...a balance between industry 


. ° and iri 
mates) are buying more of everything, along with just 


ture that assures a stable market 
about everybody else. It figures. Average income per family 
has now reached a fat $6,882**. . . folks are in a buying P You get SaTurRATION COVERAGE of the metropolitan area 
mood ...and the Federal Reserve Bank of Chicago, in its plus an effective bonus coverage ol the 44 urroundin 
latest annual report, calls Indianapolis “Big Town Boom counties, in The Indianapolis Star and The Indianapoli 
Town!” Isn't it time you gotinon the fun? Here are some News. Write for comple te market and circulation data 


more facts about our market, to help you decide: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


YOUR FIRST TEAM 
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FAST TURNOVER A chain of 
Arizona super markets used this dis 
play for three weeks. Twenty-four 
stores disposed of 80% of the mer 
chandise that came with the units. 


Max Factor’s : : 


“Curl Control” 


Goes Coast-to-Coast 


in 7 Months 


Tests in Dayton and Phoenix came first. Then, with TV spots, 
newspaper advertising, and point-of-purchase materials, 
the product moved into 37 major markets. Now there's 
network TV, and an even heavier TV schedule coming up in 


October. Of special interest: success in super markets. 
By ANN NIHELL 


During the first four months Curl 
Control was offered on a_ national 
basis, retail sales were well over $3 
million Mi Wallis said, ‘During 
March and April sales reached a 
point where deliveries from our con 
tainer-filling firm in Chicago couldn't 
keep up with then ind we had to 
t up another filling line on the West 

Coast. On one day in July orders 
taling $150,000) poured in’ from 
i Detroit and Chicago alone!” 
ombed through Curl Control originated in the 
longer It Hair Goods Division of Max Factor 
a home pet & Co 
kor $5 Cal \lax Factor has 
been making hair goods, wigs and 


toupees \Ir. Wallis related. ‘The 


} 


( 


ead mold of any big name actor or 
ome othe big wctress you can mention will be found 
vlon and H. lene on the shelves of our vast storerooms 
o that when an order comes through 
pecial hair piece for a period 

tance, work can begin 


ut the performer having 


° STRAIGHT 4 HAIR 


| iS 
Hal = ax ve 19 & ae 
a\ soo - 


‘ , 
cure ore pcranee tar had * | I 
aw ool 


to be present. ‘Ihe hair pieces are 
high-priced, of human hair, and me 
ticulously made with every hair set in 
the base individually, by hand. ‘They 
have to remain waved and in curl 
under the most adverse conditions of 
motion picture work. 

“Hair pieces take a real beating 
before the cameras. ‘They are used 
day after day and exposed to humid 
ity, wind and heat. In treating hai: 
to withstand such assaults we believed 
that certain basic elements in a proc 
ess we used would be the answer to 
what women in general were seeking 
for their hair. Our chemists, working 
with human strands in our extensive 
laboratories, found a formula that 
could actually add strength to hair 
because of its own resiliency. 

“The active ingredient is protein 
polymist, a resin which goes into the 
hair shaft itself and causes it to swell 

like a hose with wate: running 
through it. Further research on ind 
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lo gel TOP sales. you must reach 


the Time Of Purchase market... young 


homemakers who need your product now! 


L ! V I N G is the Time Of Purchase Magazine 


FOR YOUNG HOMEMAKERS 


You get maximum returns for your advertising dollar 


when you sell your best prospects . . . young homemakers at 


the time of purchase, that short-term period when they 
have the need, the interest and ability to buy. Thi 
combination, especially in the case of infrequently purchased 


home products, occurs at rare intervals—often, only once 


more in a lifetime. The first time is when young familie 


build, buy or remodel homes. Statistics show that these young 


homemakers account for more sales than any othe) 


market today. And Living is the only magazine edited 


exclusively to tell these Time-Of-Purchase young homemaker 


what to buy, where to buy and how much to pay 
Invest your first advertising money in Living for 


Young Homemakers, the Time Of Purchase mavazine! 


The Time of Purchase Magazine 


7S Madison Ave., New York 22, N. ¥ 


A STREET AND SMITH PUBLICATION Hq | V i N G 
" | 1.4 oe 


Increase in ownership of durable goods by LIVING readers 
in a 12-month Time of Purchase Period. 


Ownership at Increase in 
beginning of Ownership one ownership during 
12-month period yeor loter the yeor 


Vacuum Cleaners 
Kitchen Cabinets 
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idual hair t pe taught us how to 


deal with the two different hair tex 


ture fine and medium or coarse. At 
that stage we had a product to oftet 
the publi 

his product was now routed tron 
the laboratoru to the COMpan : 
ear-old Cosmetic Divisior Nia 
kactor, |1 president of Max Facto 
& Co. and himself a chemist, who had 
been working closely with Curl Con 
trol through it de clopment taye 
considered it a specialty \s a result 
it became the product prodigy of the 
comparati el new Pharmaceutical 
ind Specialty Division which at th 
tire had onl two employs Nii 
Wallis and Bruce L. Culbertson, di 
sion merchand eC manage { Lh 
division now has personnel “on thre 
floors of air-conditioned splendor 

Lhat was in 19 Mr. Culbert 
on said We were something ota 
medicinal offshoot of the compat 
ind distributes 


a dandruff remed 
illed Sebb, which we had inherited 
Soon we bought Lee Co., Ltd. which 
had a hair spray called Sot-Set Regu 
lar and a sister preparation named 
No La These were the first hai 
prays containing lanolin, Along can 
D)ri- Mist in the same spray field, but 
with Curl Control we have a product 
we consider.to be sensational.” 

Curl Control, though not formally 
marketed until Feb. 25, 1957, wa 
introduced inp October 1956, with 
fest) Campaigns survey ol custome! 
reactions, and coordinated advertisin 
hn newspapers ind on spot IV in two 


remote cities lo pet both eastern 


46 


the cities used 


distribution on 


8% of the Dayton market potential 


Re-orders Increased 


lays of a dozen piece 
or mass displays | 


| chain drug stores, 


followed up in 
inted to know if the 


acted and pleased her. 


made no change 


LEAVE IT TO THE CALIFORNIANS 
to exploit opportunities to wangle 
some publicity. This helicopter de 
livery stunt was reported al! over the 
Coast. Los Angeles’ Thrifty Drug 
Stores sold Curl Control so fast that 
additional supplies had to be flown 
in from Chicago. They were taken 
from the airport by helicopter, to the 
Thrifty warehouse lot. L. to r.: Mor 
ris Axelrod, director of Thrifty buying 
and merchandising; Davis Factor, 
chairman of Max Factor; Max Factor, 
Jr., president of the firm; Manny 
Borum, vice-president of Thrifty. 


them. ‘he pink tone is for fine hair. 
‘The plum colored one is for mediun 
to coarse hair. We found the publ 

receptive to two §1zes: large and 
super economy. 

“On Feb. 25 we hit the 37 major 
cities that produce 51% of the sales 
volume in our line. Again we had a 
newspaper and ‘I'V spot schedule and 
again a survey (this one by Nielsen 
out of Evanston, Ill.) in retail stores 
to report on just what our position 
was. In May we could tell that we 
were ready to spread over the rest of 
the country and we did so during 
May and June. Wholesalers were 
ordering 4 to 5,000 dozen at a time. 

‘The major cities and areas which 
Mr. Wallis moved into on Feb. 25 
were: Atlanta, Baltimore, Boston 
Chicago, Cincinnati, Cleveland, Co 
lumbus, Dallas, Ft. Worth, Detroit 
Hartford (including New Haven and 
Bridgeport ), Houston Indianapoli 
Kansas City Los Angeles Loui 
ville, Memphis, Miami, Milwaukee 
Minneapolis (and St. Paul), New 
York (and New Jersey), New O; 
leans, Oklahoma City, Philadelphia 
Portland (Ore.), Providence (and 
Pawtucket), Rocheste (N.Y.), Sa 


ramento, St. Louis, San Antonio, S 


an 
I diego, San Francisco | and QOdak 
land, ) Seattle, Syracuse ‘Toledo 
Washington (D.C.) and Youngs 


town. In each city there was he 
emphasis on TV pot announcement 
Advertising expanded on TV fron 


pots to half hour 1 3-week ( | 
( July \ugust and September na 
tional network shows: VI onda 
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Interns John Mark, Bill Bernard, Sally Glass, Bill Lindenschmidt, Jim Herbert, 


Heir conditioning 


These eight bright young people are 
advertising members of a 
unique program of advertising intern- 
ship at Campbell-Ewald worked out 
in cooperation with the University 
of Michigan. 


heirs 


They’re learning the anatomy of a 
good advertisement. They’re learn- 
ing the symptoms of ailing copy. 
They’re learning to diagnose design 
in terms of how effectively it com- 
municates an idea. And, best of all, 
they’re learning by doing. 

lor these 


“interns’’—the pioneer 


CAMPBELL-EWALD Advertising 
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group in our college student training 
program—are now seniors at Mich 
igan who spent two months during 
the summer working with us 
are Journalism majors who were 
assigned to the Campbell-Ewald copy 
department. The other four are from 
the University’s School of Archi 
tecture and Design, and were eagerly 


Four 


taken in tow by our art directors 
We’re out to see that budding ad 
men (and adwomen) like these get 
their feet good and wet —and get off 
on the right foot in this steadily 


Sob 


McGinnis, Harvey Bailey 


; Lew FitzGerald 


growing and increasingly comple» 
business. They attend our meetings, 
work on real problems, write copy, 
make layouts. In fact, one of the 
interns, Harvey Bailey, supplied the 
headline for this very ad 

We don’t 
advertising agency with a training 
program like this one. But we do 
know that helping to develop fresh 
new creative talent will help keep 
Campbell-Ewald fresh and new and 
creative. And that’s bound to mean 


know of any other 


better advertising for our client 


Detroit « New York « Chieago + Los Angeles «+ Hollywood « San Vraneliseo 


Washington + Denver « Atlanta « Dallas « Kansas City «+ Cincinnati 
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THe SCHUYLER HOPPER Co. 
SALES PROMOTION + ADVERTISING 
+ LEXINGTON 2-3135 


MARKET RESEARCH 
TWELVE EAST FORTY-FIRST STREET + NEW YORK 17, N. Y. 


)—THE-GROUND comes fi 


Ditch-Digging" Adverti 


mg since you've made a genuine effort to dig for the real reasons 
ind the polite reasons prospects give for not buying? 


How long since you've made sure your advertising was functioning as a 

low-cost conveyor of the information prospects must have in order to 

understand how, and why your product fits their needs? 

tch-<digging" advertiser, like any good conversationalist, first listens to 
prospects have to say; then says what his prospects want to hear in their 


interests, 


are field calls made for the sole purpose of detecting the things people 
about his product in connection with their own jobs. 


printed word. 


ligging" advertiser doesn't rush into print. He finds out for sure who 
are that specify, buy, install, use, and maintain what he has to sell, 
what's on their minds that connects with the use of his product, 


ing new — nothing he didn't know before - such "digging" gives 


valuable results: 

A clear, up-to-date appreciation of what comes first in the 
thinking of customers and prospects. (It's amazing how often 
what seems important to the advertiser and what is important 


to the prospect are miles apart.) 


A reliable working pattern for his "ditch-digging" copy - a 
pattern of what to say in his booklets, his direct mail, his 
publication advertising, his catalogs, his manuals, that will 
st of selling and servicing because it 


help him cut the co: 
helps prospects to buy, use, and maintain his product. 


Advertising gives buying information based on what's important to your 


ets, it frees your salesmen for more of the work they can do best, such as matching 


‘t's benefits to individual prospects! problems and closing more sales, 


I 


Ditch=Diggins 


Sincerely yours, 


ha Aahacp Pare 


MARKET RESEARCH + SALES PROMOTION ~- ADVERTISING 


“Experienced in the profitable use of the tools that help build sales at lower unit sales cost.’’ 


SALES MANAGEMENT 


night’s “Those Whiting Girls’ on 
CBS and both ‘Tuesday night’s “Pan 
ic’ and Wednesday night’s ‘“Mas- 
querade” on NBC. Full page space 
appeared in such merchandising jour 
nals as Progressive Grocer, Food 
‘Topics, Drug Trade News and Drug 


lopics. 310 ? N al a 
‘There was no formal advertising & | iy a 

budget set up by Max Factor & Co. \ 

at first for Curl Control; it has been a 


“tailored to the demands,” accord 
ing to Robert M. Bard, division ad 
vertising and promotion manager. 


Ss 


Ad Budgets Vary safe and 


“The budget is determined by what 
the area calls for,” Mr. Bard said. 
“For instance, we might check our 
market in Cucamonga, and of a 
$1,000 appropriation which we would 
consider justified there, we would 


&, 


cs % R 
~ ~ 


\ 


spend 50% in two strong newspapers 
and use the remaining 50% for TV. 
Our budget allocations are variable 

it all depends on the sales objectives 
in the particular area. 


> 


“We observed test market news 
paper and ‘T'V results carefully, and 
used our findings in preparation for 
our 37-city campaign. 

“Our company policy in regard to 
cooperative advertising is flexible, but 
we do cooperate with our dealers. 
Where feasible, we pay 75% and the 
dealer pays 25%, but this is not a 
continuing plan and varies with spe 
cial cases.” 

In the Curl Control promotion 
there is constant coordination between 
advertising and selling. Agencies’ 
salesmen have been mailed advance CALL YOUR B - y MOVER 
copies ot the color double spreads tor a ol 
the autumn advertising campaign 
which will run in Life, Look, Dig h 4 4 : 

The Saturday Evening Post, Ladies’ | es t e No | Specia ist 
’ ’ | . . . . 
Hlome Journal, Seventeen, Charm 
sig teste pati Boni ya Ask your Allied Mover for a copy of “Before You Move.” See 
Max Factor & Co. by Anderson-M« the yellow pages of your phone book, or write Allied Van Lines, 
Connell Advertising Agency, Inc. 
“Salesmen are asked to show 


Inc., Broadview, Illinois 


wholesalers the advertising sheets,”’ 
Mr. Wallis said. “We like to show 
the actual ad because it makes an 
impression on the wholesaler-dealer at 
the time he ts being told about the 
product ‘ 

Agency salesmen are likewise sup 
plied with counter cards and floor 
stands, and have been trained to guide 
dealers in both merchandising and 
promotion. Although the agencies are 
independent organizations, each hay 
ing its own sales force and working 
on straight commission, their efte: 
tiveness is intensified by sales meet- | 
ings which Mr. Wallis conducts for | 
them on regular visits. ALLIED VAN LINES «© WORLD'S LARGEST LONG-DISTANCE MOVERS 
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it’s 
the 
flavour 


... always 


HIGHLAND CREAM 


right 


in a 
class 
by itself 


since 


1830 
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TEACHER'S 
ALAND CREAN 
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86 PROOF 
BLENDED SCOTCH WHISKY 
Schieffelin & Co., New York 
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SMASHING DISPLAYS at point of 
purchase were big factors in getting 
Curl Control off to a fast start. This 
display, part jumbled, part orderly, in 
a drug store, sold 603 units in 21 days. 


Ihe Cosmetics Division of Max 
Factor & Co. has its own sales force 
working directly for the company. 
But the agency-to-wholesaler type of 
distribution set-up was decided upon 
for Curl Control because two agent 
organizations were already selling the 
Lee Ltd. products Max Factor had 
taken over—and with good results. 

lhe agents enlisted, sell a variety 
af small items, from bobby pins to 
Christmas cards, though nothing com 
petitive, and are now 12 in number 
with a total of 85 salesmen. The 10 
agencies added by Mr. Wallis were 
selected for their integrity, their sell 
ing activity, their national scope and 
special facilities for covering areas 
where Curl Control sales effort was 
to be most con entrated. In densely 
populated New York, one sales or 
ganization covers the Bronx, while 
another has the Manhattan territory. 
All agency territories are exclusive. 

Wholesalers work all possible out 
lets: drug chains, super markets, 
variety and department stores. When 
these fields—where the product goes 
directly into the “do-it-yourself”’ mat 
ket—are all properly developed, the 
next step to be considered, according 
to Mr. Culbertson, will be introduc 
tion of the product to hairdressers. 
kven now, women are taking their 
own Curl Control cans into beauty 
salons and asking to have the prod 
uct used on their hair, thus paving 
the way for opening this added mar 


ket. 


Retailers are given every possible 


break in promotion and in accom 
panying publicity. During the 1957 
Miss Universe contest in Long Beach 
Austin-Healey and _ boat-with-motor 
displays (among 150 prizes awarded 
to the public for naming the winner 
out of five choices) were set up and 
filled with merchandise in super mat 
kets. ‘hey were also plac ed in Los 
Angeles’ Broadway and ‘The May 
Co. department store branches. 

When a Thrifty Drug Stores pro 
motion in Los Angeles made it ne 
essary to fly in a plane load of me 
chandise from Chicago after an ovet 
whelming sell-out, this was delivered 
from International Airport by heli 
copter to the Thrifty warehouse roof. 
News photographs of the landing 
were used in small town newspapers 
the length of the West Coast. 

In spite of all the Curl Control 
growing pains, Mr. Wallis keeps a 
day-by-day check on orders from 
every sales area. 

“Our sales department knows at all 
times what our volume is without 
waiting 10 days for a report from 
the tabulation department,’ Mr. 
Wallis said. “No haphazard opera 
tion can go on very long anywhere 
in the field without our knowledge.” 

‘There will be no let-up in either 
the forceful sales effort nor the ad 
vertising. Color spreads are sched 
uled for Charm, Mademoiselle and 
Glamour. But the greater part of the 
fall advertising budget will be allo 
cated to TV, according to Mr. Wal 
lis, with Guy Mitchell featured on 
a Monday night half-hour show on 
ABC (begins Oct. 7) and Polly Ber 
gen on a Saturday night half-hour 
show on NBC (alternate sponsorship 
beginning Sept. 21). 

“New branches, being opened in 
Montreal and Bogota, will introduce 
Curl Control in Canada and South 
America,” Mr. Wallis added, “and 
soon we will be announcing the open 
ing of a new branch in England.” 

The Factor firm is a family or 
ganization, now in its third genera 
tion with four sons and a son-in-law 
Max Firestein, participating. ‘The 
sons are David, Sidney, Lewis and 
Max, Jr. The latter is president of 
all divisions, which otherwise have 
separate officers. Firestein is manager 
of the Pharmaceutical and Specialty 
Division. Its sales promotion coordi 
nator is Gerald A. Cohen. The End 


COMING SOON 
Are the Railroads 
Being Wrecked 
by “Saved” 
Advertising Dollars? 


SALES MANAGEMENT 
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It’s a fact! 83% of the housewives contacted in a recent 
nation-wide survey knew the Reynolds Wrap Aluminum 
Packaging Seal onsight! And this survey—conducted by a 
leading independent research organization for Reynolds 
—showed that 9 out of 10 of these women could remember 
where they had seen the Seal before. But the most impor 
tant fact was that 6 out of 10 definitely prefer products 
bearing the Reynolds Wrap Aluminum Packaging Seal. 
Asked “Why?’, they replied: “For freshness’, ‘The 
product is protected’, “It’s a guarantee of quality.” 


Watch Reynolds all-family show, 


SEPTEMBER 20 1957 


QUALITY 
PROTECTED WITH \ 


ALUMINUM 
PACKAGING 


ae 1 


Recognition 


...and the Latest 
Survey also proves 
this Recognized 
Seal Really 


———— oe 


That is sales power...proven sales power! And it is 
being continually bolstered still further by network TV, 
national magazine advertising, indoor and outdoor spec 
taculars, in-store promotional displays and the endless 
parade of packages bearing the Seal. Consumer impres 
sions to date total more than /3 billion! 

Put this proven sales power to work for you! Call the 
nearest Reynolds Sales Office — all principal cities, or 
write Reynolds Metals Company, General Sales Office, 
Louisville 1, Kentucky. 


“Disneyland”, ABC-TV Network 


, 7% 


- 


HE WEIGHED MUTUAL for three hours and decided to buy it. The facts that 
he had never worked on a radio network, and was then about $1.2 million short 
of the needed $1.2 million, couldn’t keep Paul Roberts from tackling the big 
opportunity which, he believes, radio is just beginning to develop. 


Paul Roberts Sells His Faith 
That Radio Is Here to Grow 


By LAWRENCE M. HUGHES 


erp eat own ¢ ipital, In his 44 years Paul Roberts has 
In New York on Sunda July 21 sold his way through feasts and even 
O00 eck ( I e Paul more famines. His California FM 
Robert re il option to b radio ventures were progressing. But 
RKO) Leleradio Pictures, In the fact remained that on this pa 

he 480 m Niutual Broad ticular Friday he and Mutual Broad 
’ te In casting System had only one thing 
lwo « betore, in Los Angele in common: both were pretty broke 

bh NI operator Roberts had fir Mutual’s $6 million gross adver 
eceived word that the O'Neils ot tising revenue last year had fallen to 
HOO) ear General Tire & less than one-third of its pre-T\ 
Rubber Co. and it ubsidiary RKO level. In first half 1957 sales declined 
bel oO then were willing to every month from parallel month of 
listen 1 easonable offers tor 196, lo an operating deficit of 
Viutual. The word reached Roberts $341,004.91 left over trom last year 
! New York | ricasting con first half 1957 added a deficit of 


$583,393.93 


Photos by Lou Nemeth 


$550,000 FOR YOUR THOUGHTS: 
Roberts decided it would be better to 
settle for $550,000 cash than $1.2 mil- 
lion on 


time. He found men with 


cash. 


AFTER $135,000 LOSS in Jury, 
Mutual’s new president made money 
in August. He doubled sales force, in 
troduced $1,000-a-week bonus plan. 


Then in July alone (while Roberts 
was buying it) Mutual lost $135,000. 
On full-year projection this rate 
would put the network $1.6 million 
n the red on a net advertising revenue 
(after agency commissions and annua! 
rebates to advertisers) of $4 million 

RKQO ‘LTeleradio Pictures had, and 
has, other and 


prospering divisions 
Mutual’s 
among other assets, it 
56-station Don Lee Net 


Oo compensate for losses. 
For instance 


owns the 


work on the West Coast: the 24 
station Yankee Network in New 
IEengland; individual stations in Los 


Angeles, San Francisco, New York 
Memphis and Washington, 


Boston 
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AIRBEAFT ? Miseqte? Vi weapon Aystem / 


designed — engineered — built... by AVIATION’S TECHNICAL MANAGEMENT 


(00 mph “snart a rineerinyg, atl productior 


omber it’s a Weapon “Systems Enyineering 
Sy tem Engi t authority but tect 
ponsibilities. ‘1 
pon ible for evaluating 
WHAT IS SYSTEMS ENGINEERING? product or ervice 


The complex development problen encour 
tered in all Weapon System projects require lechnical Management 
co-ordinatior f designe! engineer on AVIATION AGI ul 
ialist must keep ciheail designed t 
related technical wrmation need 
pecialized 
ement of the « “7 
feam approacn | 
Vanagement men 


yineering.’ 
WHO IS TECHNICAL MANAGEMENT? 


on’ Technical Management met 


peciall pe ie or desigt 


eas) / “¢ 4 , 
an Aviation Age hii SYSTEMS ENGINEERING magazine 


ror AVIATION'S TECHNICAL MANAGEMENT 


A 2% BILLION DOLLAR 
MARKET COVERED BY GAPS 


That's the Memphis Market! Geographers know it as parts of four states— 
Tennessee, Arkansas, Mississippi and Missouri—but wise sales managers and adver- 
tising executives know it is the green valley of sales opportunity when they use the 
morning Commercial Appeal, which offers 79.1°/, coverage of the city of Mem- 
phis alone, and evening Press-Scimitar which provides 70% coverage. (The Sunday 
Commercial Appeal covers 92.2°/, of all Memphis families.) But CAPS give you 
more, much more than the capitol city of the Mid-South. How much more? ... 
60.5°/, family coverage in the 62 cities of over 2500 population where the Mem- 
phis Market's 2!/, billion dollars of buying power is largely concentrated. 

Yes, the Memphis Market is a rich, responsive giant that has grown to be- 
come the South's FIRST and the nation's |0th wholesale market. That's just one 
more reason why 95.8°/, of all our national advertisers use BOTH Memphis News- 
papers when they schedule their advertising for this market! 
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SCRIPPS-HOWARD NEWSPAPERS : 


D.C lhe two regional networks 
und the six ©’Neil-owned stations 
continue to be Mutual affiliates. ) 


from the 


look 


But on its own, cast off 
(Neil empire, Mutual 
sick indeed. 

Five 
given Roberts faith in radio. 
has a lot of faith 


perience in 


would 


FM had 
He also 


His ex 


years in California 

n Roberts. 
network 
| here was also the 
ven Mutual would 


national radio 


however Was nil 
matter of money. | 
cost something. 


He weighed 


hours 


Mutual for 
and decided to buy it. 
with John B. Poor 
then president of Mutual, Paul Rob 
erts agreed to make a full down pay 
ment of $300,000 before taking ove! 
the network’s control on Wednesday 
August 7 the rest of a 
total $1.2 million out of profits. 

I hen he decided he would do bet 
ter if he didn’t that unpaid 
$900,000 balance hanging over him. 
The O' Neils accepted his offer to pay 


$550.000 total. in 


three 


‘| wo days later, 


and to meet 


have 


immediate cash. 
had tO 
work 


In addition, Roberts also 


raise $300,000 for immediate 
Ing capital 

On Friday July 6 
nouncement: 

“The sale of the 


asting System to a 


came the an 


Mutual 


group ot 


Broad 
Pacifi 
broadcasters 
Los 


here 


Coast businessmen and 
headed by Paul 
Angeles was announced 
Thomas Ff MBS 
and My The 


purchase price was not revealed. rae ae 


Roberts of 
jointly 


O'Neil, 


Rober ts. 


today by 


hairman 


B | Hauser former Mutual vice 
pres dent, is to become executive vice 
president 

Paul Robert iid then that “his 


IT HELPS, says he, to have “a sales 


man” running Mutual's show. Reader's 
Digest, Chrysler, General Motors, Sun- 


kist and other advertisers agree. 
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tu il ST On kholder 


eTan 


group includes Armand Hammer, in 
dustrialist and president of Occidental 
and H 
Cal., 


Petroleum Corp., Roy Rob 


Q) jal, 


operator.” 


erts oft realtor and oil 
Lhe release identified Paul Roberts 
and 
lisher of trade magazines. He is presi 
dent of United FM Corp. in Los 
Angeles and vice-president ot 
Sales, Inc., there. 

On \ugust 8, Mutual announced 
that “this 
cially was taken ove 
group 


trialist 


as a “broadcastet pub 


rormet! 


network’ oth 
that day by t 
headed by New York indus 
Armand Hammer 
chairman of the 
Roberts 


23-year-old 


W ho he 
Paul 


president ; H 


came board. 


moved in as 


Roy Roberts was named treasurer 
Krank P. Barton, Los Angeles atto: 
ney secretary ; and Bert Hauser 
executive v-p. Other directors are 


Arthur Brown of Starrett Corp 
New York, and L. M. Halper, Hal 
per Construction Co., Los Angeles 
In this Paul 
identified as having 
published” the magazines Conven 
lions Trade Shows Trade Meet 
ings and Radio S& Tl Maintenan 


release Roberts wa 


“tounded and 


Moved Fast 


In the 17 days between si 


that $20,000 


gninyg 
formally 
taking over the president's office on 
the 20th floor at 1440 Broadway, Paul 
had 
Set himself up at $1,200-a-week 
Astor ; 
\rranged for the 
\Iutual vice-president 


employ es 


option and 


Roberts among other things 
the Sheraton 
firing of 


and othe 


Planned immediately to double the 


sales force, and to launch a $1,000 


week plus 


tive program ; 


$1,000-a-month sale nee 


()rganized to sell $4 million (net 
in advertising in the last five month 
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Set out te modernize 
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work 
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Paul insists, is just striking its stride 
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“A GLORIFIED ‘UP’:” Under Paul 
Mutual offers its 480 stations a “press 


association” service. But it can guar 


antee advertisers 75% of stations. 


Paul ind 


trom 


one 


ister) a 


production work in factories 


ind some inventing on the side. ‘To 
him Paul credits an ability to dream 
large dreams 

Che family moved to Philadelphia 
where Paul spent most of his earlier 
life He worked and at 
tended Temple University at night; 
reporter for the Philadelphia 
Record; launched Atlantic Advertis 
Agency in Atlantic City 
met and married Nancy 
lL hey ha 4 

\s | 
War Il 
wrote and sold to insurance companies 
for civil 
liked it 


largely 


daytimes 


Was a 
ing where 
Livorno 
no children, 

World 


Roberts 


participation in 


loomed imminent 
i manual defense. 
Uncle Sam well enough to 
verbatim, 
But 
was working tor 
the Army the Army An 
under the Navy, as skipper of 
sel in the Pacific 


pilots 


without 
then Roberts 
him. He served 


ompensation, by 


for 


toot 


seek 


remote 


rescue ve 


ng crashed around 


lands 
Back 
launched a 
After 


public ation 


in Atlantic C 
local 
two ‘Sl t 


(now Sales 


1945 


ention mn 


he 


ava 


ity in 
on 
fine becan e l 
national associate 


Veet 


supplement to SALES 


n that publication 
¢. SIX-a-Vear 
\NAGEMENT) say that in this 


th ny 


\l 
n other 
time 
By 1951 


Karly 


he w busy w 


Trade Fair 
, , 1] 
id both business and world peace 


deal 


in International 

with 1m 
kor this 
nitial capital was a borrowed $500 


lhe 


onths later ir 


If you 
shoot 


you 


em enterprise h 


site: Chicago 


Lhe date three 
1951 


Perhaps he did the fair the hard 
way. “Official” Chicago was not in- 
ternationally-minded. “The Associa 
tion of Commerce and the influential 
Chicago Tribune would not play 
Yet, working with individual busi 
Roberts created what is said 
to have been the largest trade fair 
ever held in the USA. It outgrew the 
Navy Pier and annexed the Inter 
national Amphitheatre in the Stock- 
vards. In fact, it became such an 
event that the ailing Col. Robert R. 
McCormick, late publisher of the 
Tribune, rode out in a wheel chair 
to cut the ribbon on its opening. 

Exhibitors there sold $20 million 
of merchandise. 


nesses, 


Just when TV began to appear to 
many to mean sure death for radio, 
Roberts went into radio. He went, 
moreover, into FM (frequency mod 
ulation), which many regarded as a 
very poor relative even of AM (am- 
plitude modulation) radio. Starting 
as sales manager for one FM station 
in Los Angeles, he soon bought into 
another FM station, and then got 14 
FM stations nationally together and 
sold them as a group. 

Roberts sees FM’s growth “spurred, 
among others, by the boom in high- 
fidelity phonographs.” He is trying 
to get the Bell System to improve its 
transmission equipment to give the 
listeners in musical 
FM. 

‘Half the homes in Los Angeles,” 
he explains, have FM sets. 
Probably Mutual there are 100 
FM stations. . . . A coast-to-coast 
IM network is bound to come.” 

Meanwhile, he will build Mutual 
Broadcasting System. In the network 
ire Stations of all “powers,” but most 


more in programs 


“now 
in 


of them are of 5,000-and-less wattage 
the 


broad 


near and far corners of this 
land. He thinks this local- 
loyalty is all to Mutual’s advantage. 

Mutual’s “40-top-tunes-all-day- 


” 
ta 
Ong 


format has caused some com- 
mentators to worry about deficiencies 
in the listeners’ diet. But this is just 
Roberts will develop other 
types of programs, such as mysteries. 

Probably by getting RKO Tele 
radio to pay them, promotion depart 
ment salaries first half 1956 
$10,000 to exactly 
And while total promotion ex 
for the current half year had 
been budgeted at 50% of first half 
1956, actually of this function 
were cut two-thirds. 

Paul announced 
plans for a super campaign to let the 
world that the Mutual 
sroadcasting System is ready to roll. 
But with faith and enterprise, doubt 
less he'll find the money. The End 


a Starter. 


from 
were 
LAG 


cut trom 
penses 
costs 
has 


Roberts not 


know new 
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V Actually, effective buying income of more than $2.7 billion t ey 


V TRIPLE the retail sales of Worcester (Mass.) metropolitan area - aS SACRAMENTO BEE 


¥ Not covered by San Francisco and Los Angeles newspapers 
ne . _ wR ODESTO BEE 
The 3 Bee newspapers help you climb sales mountains in Cali 


' 
fornia and take your product message into the prosperou: Ws: ESNO BEE 
Inland Valley. Removed from Coast influences by mountains 

Valley families read and shop from their own local Bee 

newspapers 


Data Source: Sales Management's 1957 Copyrighted Survey 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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WcHECK CHILTON 


If you sell the optometric profession 


SALES MANAGEMENT 


a ee 


and optical industry... you can sell best in 


SEPTEMBER 


20 


The Optical Journal and 


REVIEW OF OPTOMETRY 


7 . : . . by 
. . for 66 years this national publication has been Hi] 


recognized and accepted for its integrity, reader in- int REVIEW OF OPTOMETRY 


terest, and advertising value. Surveys indicate reader- 


ei 2 


ship of regular features and technical articles to be as 
high as 98.8°;, and readership of advertising pages as 
high as 96.6°7,. Optometrists and dispensing opticians 
account for approximately 85°/, of its more than 
10,000 semimonthly circulation. The balance goes to 
manufacturers, distributors, prescription laboratories 
and students. 


The Optical Journal and Review of Optometry is published by Chilton Com- 
pany, one of the most diversified publishers of professional, industrial and trade 
magazines in the country —a company with the resources and experience needed 
to make each of 15 publications outstanding in its field. In keeping with Chilton 
policy, the staff of The Optical Journal and Review of Optometry devotes full 
time to the field the publication covers, striving for editorial excellence and 
strict quality control of circulation. In achieving both objectives, it has 
earned the confidence of readers and advertisers alike. 


Chilto 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economists The lron Ages Hardware Age 
Spectator e« Automotive Industries « Boot and Shoe Recorder « Commercial Car Journal 
Butane-Propane News. Electronic Industries Jewelers’ Circular-Keystonese Motor Ages Ga 
Optical Journal & Review of Optometry+ Hardware World. Distribution Ages Book Division 
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So You Think You Can't Sell 
Big-Ticket Items on One Call ? 


Carrier Corp. dealers are making something more than 


hay during these critical ''100 days of heat." They're sell- 


ing increasing numbers of home air conditioners on a first- 


call basis, all because they have product know-how, an 


organized presentation, and effective estimating tools. 


\n unusu; 
technique e ed by 


one call-close sale 
Carrier Corp 
ha brought ome startling 
for a leading producer of 

onditioning equipment 

| he new sales approat h is § mple 
\ well-trained, well-equipped sale 
man, Carrier has found, can call ones 
istomers and, with 


. ” | 
ale aid ind estimating material 


por potential 


which provide an answer to ever 
po ible question ell a complete cen 
tral air-conditioning system to a high 
percentage of hi prospects 

loday there are 36 million on 
America. Of thes 


million are prospects for 


farnily hou c in 
ome 24! 
central conditioning And new 


home being built at a rate ex 


pected to ipproach one million ar 
nually for the next ten years. 

to help Carrier’s dis 
tributor and dealer 


Conceived 
salesmen pene 
trate the existing-home market, full 
development and use of the technique 
over the past two years has had some 
eye-opening consequences. 

The one-call-close selling method 
has particular relevance in Carrier's 
market because there are only about 
100 days of the year in which ai 
onditioning can readily be sold to 
home owners. Failure to get the orde1 
when the customer is in the mood 
tor air conditioning may result in no 
sale 

I-ffectiveness of the method is indi 
cated by the fact that Carrier’s con 


FULL STORY, PATIENTLY TOLD: 
Salesmen take time for full explana 
tion of installation requirements. This 
man is showing his prospects just 
where the outdoor unit—the con 
denser will be located to reduce to 
a minimum refrigerant piping to the 
interior unit. He has already inspected 


electrical and water supply systems. 


version units designed to adapt 


forced warm air furnaces to year 
round air conditioning, had to be al 
located in many areas across the coun 
try after technique was introduced 

To educate distributors in the tech 
nique, Carrier's sales training depart 
ment held sessions across the country. 
Distributors, in turn, taught dealers 
and their salesmen. 

Estimating and selling devices in 
clude a one-page, four-section form 
covering everything from the meas 
urements of the interior walls to the 
capacity of the home’s water supply 
and electrical system. 

On the reverse side, all of Car 
rier’s equipment is listed. Since Car 
rier’s size range is broad, and units 
flexible, practically every installation 
requirement can be met with the 
equipment listed. 

A slide-rule type of “heat-load cal 
culator’” was also developed to help 
salesmen figure the cooling necessary 

Thus equipped, any Carrier sales 
man can go into a home and in less 
than two hours, engineer a job, select 
equipment, provide pricing and finan 
ing information to a prospect and ask 
for the order. 

‘| yp al sales SUCCESS stories Inn lude 
10 sales in 25 calls, 12 sales in 
calls, six sales in eight calls and seven 
sales in 15 calls 

Ted Skoglund 
training, explains how it works: 


direc tor ot sales 


“Once the salesman is in the home 
his first job is to qualify the prospect 
“Determining this 
early in the visit saves hours of engi 
neering and time. We 
qualify a by asking how 
much he thinks air conditioning might 


on price, he says 


estimating 
prospect 


cost, to be sure he’s willing to pay 
for year ‘round comfort. 


‘When over that hurdle, the sales 
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According to the FEDERAL RESERVE 


the have-mores not only spend more on automobiles, 


furniture, and household appliances 


but buy them more often! 


You'll sell IMJOIRE in Dallas when you 


concentrate 


your advertising 
in The Dallas Morning NEWS ... 


because: 


DALLAS NEWS READERS 
HAVE MORE TO SPEND! 


Distribution of income among THE DALLAS 
NEWS’ subscribers, ABC City & Retail Trading Zone 


FAMILY INCOME NEWS READERS 


Under $2,000 2.3%.}).. 62% 
$2,000 - $2,999 Loe se he 5) ee 
$3,000 - $3,999 5%.\|.. 11.8% 
$4,000 - $4,999 he. hae 
$5,000-$5,999...... 1... 15.2% 
$6,000 - $6,999 1%.|.. 12.5% 
$7,000 - $7,999 19%o.1.. 10.7% 
$8,000 or more . . 20.6% 


1956 ¢ 


is the DALLAS MARKET! 


because: 


THE NEWS ALONE DELIVERS 
DALLAS’ OUT-OF-TOWN MARKET 


.. that, according to Sales Management, accounts for 
36.8% of Dallas’ retail volume. Compare The News’ 
92,000 subscribers in the out-of-town Dallas Market 
with the 91,000 non-residents who have active charg« 


accounts in one or more Dallas Charga-Plate stores 


because: 
THE NEWS HAS MORE READERS! 


With The News’ 32,454 larger circulation, greater: 
influence and more selective, quality coverage of the 
entire Dallas Market, you'll get a greater return from 


your advertising concentrated in The News! 


—_—_—_ | ) to WHOMEVER and WHEREVER The News goes 


CRESMER & WOODWARD, INC 


day Corr 


ics Network 


© National Representative 


New York © Chicago © Detroit * Atlanta * Los Angeles © San Francisco 
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THE WRAP-UP: Early in his presentation the salesman makes an effort to get 


an order. Here, after 


inspecting his prospect’s home and having made 


recommendations concerning equipment and electrical 


his 


service, salesman asks 


for the signature as he describes payment plans available. Carrier’s technique 
sometimes results in the salesman’s getting a signed order in as little as one hour. 


the one-call technique may set up an 


Ca close on the second call. 
distributors who have 


One¢ all 


dealers 


pre 


ented out training program 


to their out 


adds. 


not 


have reported 
’ Skoglund 


tributors who have 


tanding ICCESS 
I he 


VC ituted 


lew dl 
the training program 
ire Tast becoming converts to this 
type ot selling. 


This year 


will 


Carrier's sales 


hold a 


training 


group series of Business 


QUEST FOR SAVINGS: 
one.-call-close. sales technique includes 
inspection of 
with fur 
naces to see if existing ducts can be 
used for air conditioning. If they can, 


Carrier's 


duct work in homes 


equipped forced-warm.air 


lower cost of installation may have 


strong bearing on prospect’s decision. 


around the 
country similar to a program devel 


Management Seminars 
oped for use last year. 

Sut Carrier’s sales training depart 
ment does not depend solely on semi 
for training activities. Repre 
attend dealer 
meetings. A library of training courses 
including student study 


meeting 


nars 


sentatives distributor 


mater ial, 


leaders’ guides, and audio 
as slide, or 
picture films for training 


supplied for field use. 


visual aids such 


motion 
sessions, Is 
Flannel board 
presentations are made available, a 
companied by simple step-by-step dia 
grams on anything from basi 


neering 


engi 
business 
management for both wholesalers and 
retailers, and a host of other specially 
Basic 


sales 


fundamentals, to 


developed training aids. infor 


mation on running training 
meetings is provided upon request to 
distributors. “Field Train The Train 
er’’ sessions are put on to improve the 
distributors’ training technique. 

At the Mr. Skoglund’s 
group is working on a program which 
will provide a the 
dis 


important 


moment, 


ready 
health of 
and 


analysis of 


business CAC h 


Carrier 
An 
approach, a 
cording to Mr. Skoglund, is that Car 
rier not 
but 


tributor dealer 


advantage in the new 


only points out weaknesses 
remedial 


supplies the material and 


suggests and 
talent to 
take corrective steps immediately. 
‘The that 
tributors dealers are 
than 
in the history of this pioneer air 


The End 


measures 


result is 


dis 


Satistying 


Carrier's 
and 
more customers today ever be 
tore 


conditioning company. 
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IN 
BAY CITY 
LAKE RAICHIGA® 


Retail sales amounting to $135,000,000* 
for 1956 in Bay City were 41% greater 
than the national average according to a 
recent marketing survey.** Food sales per 
family were 38% higher. Automotive 
equipment and supply spending exceeded 
the national average by 36%, and spend- 

Hl ] RO N able income was up 18% over the national 
average.** Here is a target area in which 
your advertising can aim at a substantial 
bonus. 


Bay City is a solid, prosperous, stable 
market supported by the buying power of 
16,600 factory workers in over 108 area 
industries. ‘To that total, add 13,300 other 
wage and salary earners. Home ownership 
is a record 76°, with $65 million worth 
of new homes since 1950. 


Jf One advertising medium puts Bay City in 
BAY CITY your corner. The Bay City Times has 
, . 93.2% coverage of all the homes in the 
city zone. In addition, this powerful news- 
paper’s influence offers more than 20% 

coverage in 8 more adjacent counties. 


The Bay City Times will make profitable 
sales for you. Be sure it’s on your schedule. 


*Estimated from Michigan Sales Tax Collections — 1956 


**Standard Rate Data Service 


The Bay City Times Evenings and 


=] 


Carried 15,016,176 lines of advertising in 1956 


“thy bat 


Serving N. E. Michigan and its $150,000,000 tourist industry 


NATIONAL REPRESENTATIVES: A-H. Kuch, 260 Madison Ave 


New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago |! 
Superior 7-4680; Brice Mct lin, 785 Market St 


San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-097? 
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Tampa - St. Petersburg 


Now 10th in retail sales per capita 


—as stated by U.S. Department of Commerce! 


Dominated by WTVT 


— ask your Katz representative for the latest ARB! 


+ —__s (J — = 


3B ABth in Total Retail Sales B QB th in Food Store Sales Bist in Drug Store Sales 
(Up from 36th previous year) (Up from 44th previous year) (Up from 33rd previous year) 
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NATE 


ec-e twin cities of the South 


WIivie 


TAMPA - ST. PETERSBURG 


@a®@ ; The WKY Television System, Inc. 
- , WKY and WKY-TV Oklahoma City 
CBS Channel 13 —= WSFA-TV Montgomery 


ad 


Represented by the Katz Agency 


Tha 


y" Let: LAV Ve \ 


———— 
/ | 
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—— 


3B Brd in General Merchandise Sales 2th in Automotive Sales Sth in Service Station Sales 
(Up from 37th previous year) (Up from 34th previous year) (Up from 39th previous yeor) 


(Source: Sales Management Survey of Buying Power, 1956 & 1957) 
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THEY 


Meet the 


Board i. to 


members 


' 


DIDN'T CARE FOR A 


of 


“ROCKIN 


the Retired 


H. G, Pickering, 


Executives’ 


G CHAIR” LIFE: 
Advisory 


John S. Curran, 


R. 


Edmund H. Pigeon, William B. Logan, Samuel G. Gearhart, 
G. Von Bernuth, Samuel F. Baker. Logan, a mere 37, 
is the management consultant who organized the group. 


These Retired Executives Are Now 
Doctors for Small Business 


Eight West Coast management veterans—not one of them 
less than 63 years of age—have banded together to offer 
the benefits of experience to owners of small companies 
who are having tough sledding. See how it's working out! 
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| 
tL arop in sale . 


wit 
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the 


By ELSA GIDLOW 


long 
small 


then 


rie CXECUTIVES 
down 
i net prot ot 
S1ROO00 lost 


consultant, several of these executives 


a few years ago began to informally 
give the benefit of their years of busi 
ness know-how to small and medium 


ize Companies lhe group has now 


10 or 11 carefully 

reened former executives with much 
to offer 
the 


yrown to in lude 


despite ages running from 


a 
early sixties to well up in the 


eventies, 
advised 
00 different types of businesses that 


| hey have already 


ove! 
might not be in existence but for thei 
help. A research library 
eloped 


has been de 
‘| hey have broadened opet 


ations to include counseling of 
d 


indi 
ials going into business for them 


selves or newly established firms dis 


maved by problems that beset young 


companies And not long ago they set 


themselves up as a stationary Ad 


visory aid 


Board on a 
tinuing basis to companies they have 
helped, or to others that realize the 


need for 


to give con 


mature and 


regular guid 


ance, 

lhe well 
worked out that service can be given 
at 
reports, 


program has been so 


to companies a distance, through 
long distance tele 
phone calls, correspondence and ox 
casional by of the 
being helped to the head 
of the Advisory Board jn 
Fran sco. has 


written 


visits 


executives 
company 
quarters 


San Assistance been 


rendered to companies as far 


as Connecticut and the Pacific 
west, 


apart 
North 
Planning ahead, the group ex 


pects to ‘go national’ by setting up 
the 


ot! 


during next two similar 


business executives 


years 
nucle retired 


throughout the United States. 
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“Don’t fiddle 


The author of that statement could be any one of 


the many WJR listeners. They’re loyal clean 
through. We like to think it’s because they’ve 
found in WJR everything they want in a radio 
station. Their letters support this opinion. One 
woman wrote, “Your station is my guiding hand 
my dial is set at WJR and never changed.”’ A 
survey by Alfred Politz, Inc., lends further 
support: In an area where 196 radio stations can 
be heard, 41% of the adult listeners set their 
dials at WJR and leave them there. 


with the dial’’ 


This strong listener loyalty is the result of WJR 
knowing its audience. More than that giving 
them everything in the way of entertainment and 
information that they require 


If you have a product to sell in the Detroit-Great 
Lakes area, contact your nearest Henry I 
Christal representative. He’s got all the facts that 
prove that folks in this area don’t fiddle with thei 
radio dials. They just tune in WJR and listen 
and listen, and listen 


The Great Voice of the Great Lakes 


W i Detroit 


50,000 Watts 


CBS Radio Network 


35 years of service 


SEPTEMBER 


A good place to do some 
ia in the church of 4 


hole Trg ound 4) Inpie 
talks with these 


vonders V it 


il when one 
didn t come 
old | Wal 

\iter 43 years of put 

yur best efforts ou Cant 
quit 
reason to 


atistas 


when you realize what 


tion there is in helping a 


ounger ol les experien ed busine 


difficulties or financial 


‘ 


operator out I 
disastes 


How did this 


ervice 


seemingly inevitable 
ome about ? 
had 


consultant 


Logan, a mere 37 years old 


been in the Management 
field long enough to learn what plight 


‘The 


can't attract men with top-flight quali 


nany small businessmen are in 
boards of di 
aftord 


counseling 


fications to sit on their 


rectors, Lhey are unable to 
expensive 


U nited 


professional 
states Department ot (om 
eal that of 100 firn 


in business, 50 cease 


merce figures re\ 


that start to op 


erate within 


and only 1s 
ifter 10 


| COMO LD 


two yeal 


ire still in existence years. 

Lhe Committee for 
velopment recently concluded that the 
principle failure w 


skill. ‘Mii 


nanagement § ¢ 


lack of manage 
nent management, lack of 
K perience know 


fundamental problem n 


ind 
how ; the 


nearly ill 


mall and medium-size bu 


Get Your FREE Copy of the New 


Guide to Successful Cataloging 


TO THE OIL DRILLING and PRODUCING 
INDUSTRY... 


and do nothing. And there's 


{ Cs Logan points 
out. 


With these 


1 me 
Management 


facts, the energetic 


oung consultant 


hap 
pened to read a magazine article about 
the increasing number of retired peo 
ple in the United States. Many, he 
speculated, are still mentally 


phy sically active 
' 


alert, 
(even though they 
nay have to take things a bit easier). 
What a reserve of talent, what a gold 
mine of priceless experience! Going 
to bed one night with that thought 
in mind, Logan awoke during the 
night as though something had hit 
and it had. Why not make it 
possible for one problem—idle talents 
the 
ery qualities in 


him 


solve another 
rying need for these 
mall business ? 


ind energies—to 


Favorable Reaction 


0 Logan went hunting the cream 
of retired executives in the San Fran 
cisco Bay 


1 


to those he 


(rea. He proposed his idea 
found. Did he 
hard time selling it? Lanz 
uel (Gearhart, both former 


ecutives, 


have a 
and Sam 
sales ex 
laughed when asked the 
question. ‘They replied in effect: “It 
looked so good there was no question 
ibout adopting it. We got right down 
to means and techniques of operation.” 


It tells how to increase the effective- 
ness of your cataloging to the specialists 
who buy or specify 98% of the equip- 
ment and services used in the oil drilling 


and producing industry 


This concise fact the 15 


frequently quoted as the 


book covers 
points most 
basic information desired by these men 
with the responsibility to compare, specify 


and buy 


It will show you how frequently 


without additional expenditures . . to 
make your catalog material more useful 
to these customers and prospects, at 
the specific times when buying decisions 


are made 


. 


SSH SSSSSS SESS ESOS SSESEHHSOSH ESET OEEHE,. 


During the trying-out period Lanz 
and Gearhart and several others, in 
formally allied with Logan’s consult 
ind 
brought in 


ing analyzing service, 
touch with businessmen 
who needed help. Gradually, a pro- 
gram developed. ‘There were many 
and successes that 
later turned into failures again. ‘Lhe 
failures, the group realized, occurred 
because a small company, even though 
put on its feet, was likely to fall back 
into bad habits or be overwhelmed by 
continuing or new problems and start 
to lose ground. 
‘A small company, just like a big 
one,” Logan points out, “needs a 
board of directors to provide objective 


were 


SUCCESSES some 


guidance and advice on management 
problems.” 

The augmented group now set it 
self up as the “Advisory Board Serv 
ice for Small Business Owners and 
Individuals.” There was no difficulty 
in drawing on men of superior ability 
and experience. Once word of the 
service got around, there were many 
offers of Many had to be 
turned away, to prevent the project 
from becoming unwieldy. ‘There is an 
auxiliary group “in reserve.” “The As 
sociates came to call them 
screened new mem 
type ol 


service, 


as they 


selves—carefully 


bers, criteria being mainly 


COMPOSITE 
CATALOG 


OF OIL FIELD EQUIPMENT 
AND SERVICES 


A Specialized Gulf Publishing 
Company Publication 


Houston (19), 3301 Buffalo Drive, 
JAckson 93-4301 


New York (17), 250 Park Avenue, 
YUkon 6-6558 


Chicago (4), 332 S. Michigan Avenue 
WAbash 2-9330 


Cleveland (15), 
MAin l 3295 


Tulsa (3), 916 Enterprise Bidg., 
CHerry 2-9211 


Dallas (1), 518 Santa Fe Blidg., 
Riverside 7-7344 


Los Angeles, W. W. Wilson Bidg., 
Huntington Park, LUdlow 7-1219 


1010 Euclid Avenue, 


WRITE TODAY for your FREE copy 
of “A Guide to Successful Cata- 
loging,” or call the Gulf office 
nearest you 
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CXPeTience to assure versatility) and is geared to the needs ot the company lake the case ot a family owned 
personality. ‘hey looked for individ served. A favorite method is tor the manutacturing plant whose owner 
ials who would work harmonioisly small businessman or management to was the president and general man 
with the group and subscribe whol meet with the Advisory Board once wer, his son the sales manager. At 
heartedly to its principles ot giving 1 month to discuss current problems least, the young son had that title 
lisinterested and confidential help. [here may be calls on individual Sut he was completely lacking in 
It has been reported that the As members for advice in between or if experience, had little enthusiasm tor 
sociates work “for free’ but this is an emergency develops. In certain the job and, was not working at it in 
not dag ty true. A company that re cases one or several of the members any real sense. 
the service pays a nominal fee may work with a company Che company actually was well 
It | is S aled, similar to a doctor’s Tee organized, Insufhe lent sales volume 
to fit the firm’s or individual’s capacity 


to pay. What it amounts to from the Any and All Problems So Gearhart, with his background in 


point of view of “compensation” to The range of problems with which active sales work, took over to make 
the Associates is that they receive out- the group is confronted runs the ot the firm’s sales department a tun 
Ot-poc ket expenses. gamut. Insufficient sales is a frequent tioning operation (ver a two-yeal 


to.render a profit was the sore spot. 


Logan explains: “It would be poor complaint. Inadequate capital or un period he put the “sales manage 


the services of the balanced financial position is another. through a stiff course of training; 


psy hology to give 
Board without charge.” Besides, In many cases, operating costs are ex pointed out that he must call on the 
there are ofhice overhead and cleric al cessive, Smaller companies are often trade face his company Ss Customers 
expenses of a modest sort to be met. family-owned, and both personal and personally or lose out. He showed 
For the Board’s services, charges start organizational difficulties arise. him how to go about it, accompany 


at around $50 for a preliminary anal “In sales,” Gearhart explains, ‘we ing him on field trips. 
ysis. A business with annual sales of find two kinds of trouble. Sales vol He prevailed upon the owner of 
about $500,000 might pay from $100 ume may be too great for the oper the business to add an inside sale 
to $200 during the initial assistance ating capital and the company is un issistant to take care of inquiries 
period and, if it accepted the con able to finance the business. Or, the quote prices and attend to routine 
tinuing advisory service, about $100 key man or men think in terms of pro paper work, At the same time, he 
a month thereafter. In individual in duction and know nothing about sales taught the sales manager the basics of 
stances of real hardship (recent ex or how to go about developing them sales management how to plan a 
ample: a widow with overwhelming ‘hey may even have someone who is sales program, set quotas, establish a 
business problems) there might be no called a sales manager; but when we system of call reports. In short, he 
charge at all. look into the operation we find in ave him thorough training in sales 
[he method or 0 inseling and aid adequate setup. management | the end a definite 


“This i is the size we use for the Growing Greensboro Market!” 


Folks wax enthusiastic about the Growing 
Greensboro Market and even more so about 
the penetrating coverage of the Greensboro 
News and Record in this big, diversified 12 
county ABC Retail Trading Area which ac 
counts for one-fifth of the state’s $8 hun 
dred million annual retail sales. Place your 
chedule in the Greensboro News and Rec 
ord, Over 100,000 Circulation Daily—Over 
100,000 Readers Daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Greensboro 
News and Record 


GREENSBORO, NORTH CAROLINA 


Sales Management Figures Represented by Jann & Kelley, Inc. 
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progran emerged And at the end of 
VO ears the prot picture had 
hanged from $17,000) annuall 
$54.000 annuall 
()tten in mall businesse even 
though they may be well run on the 
whole, the Advisory Board finds lack 
of vision and courage. ‘They fail to 
pot danger ignal which these q ial 
ties might effectively meet kor ex 
ample there wa i teel fabricator 
whose problem also was lack of sale 
ol ine Il he firm had one ale i 
all the Management thought it 
ould afford. After analysis, the Board 


recommended adding a 


tall 


econd Man 
helped select him, train him Then 
Csearhart worked with him calling 


on the firm's trade until he was con 


inced the man would do well on his 
own Within One Ve; ale 


doubled ‘The next Veal another 
} 


“ in volume was added 
It take experience 


outside icw to realize on the other 
} 


hand, that soaring sales do no 


essarily spell success. ‘Thi 


main trouble in the case of the 


and, often in 


t nec 


Com 
pany whose plight starts off thi 


ticle It wa 


i! 
ib ulding trace 


(oti 


were 


Wa the 


from $1 million a year to $2'/,. ‘The 
head men began to realize that some 
thing was wrong only when they 
found themselves with no money in 
the bank. Even the firm’s chaotic ac 
counting system revealed that the 
company was losing money $180, 
000 in the company’s year of decision, 


as it turned out 


Sought Help 


‘The decision led the company to 
Logan’s group. ‘They found the en 
terprise “completely disorganized in 
every aspect of management.” It was 
a family-owned company, with fam 
ily members in key positions. ‘The 
owner-in-chief and manager had his 
desk piled high with merry detail. 
\fter analysis, the Advisory Board 
saw that new capitalization was 
needed to save the company from 
bankruptey. It went to the bank and 
managed to get an additional loan on 
the strength of being in the picture. 

Complete reorganization was un 
dertaken by setting up internal con 
trols, educating the owner-managet 
on how to figure costs and realistically 


t y 
racting ompan 


olur 


reduced over a 12-month period 


voing along bli tollow through on sales. Sales were 


U.S. Steel's Chairman 
on Inter-Industry Competition 


“Let us not forget, moreover, that vigorous and successful as U.S. 
Steel’s competitors have been, they are by no means the only com- 
petition which we must meet in selling steel. With American wage 
rates three times as high as those which are paid to steelworkers 
abroad, we face increasing competition from foreign imports; and in 
certain product lines, this competition has cut heavily into our market. 


“Beyond that, too, is the intense competition that steel faces from 


other industries producing a host of products that can be used as 
is striving mightily to replace 
stee! in the automotive market, in the building industry, and in con 


tainers, Plastics are contending against steel in the manufacture of 
pipe, and for hundreds of other uses. 


substitutes for steel. Thus aluminum 


“Detroit has been experimenting with the use of fiber-glass for 
automobile bodies. The steel we produce for the manufacture of tin 
cans competes against glass, paper and other substances. In the 
construction field, steel must vie with pre-stressed concrete, wood, 
masonry, slate, asbestos and other materials too numerous to mention. 
And always it must compete against other metals such as copper 
bronze, lead, magnesium and so on 

“So let no one suppose that the customers of any steel company are 
unresourceful in protecting their own interests. They will buy their 
needs from the company best able to compete for their patronage 
in terms of price, quality, service, dependability and availability. And 
in the end, they alone will decide—as the American customer always 
does—which companies shall grow, which shall wither, which shall 
survive and which shall die. Theirs is the power to regulate and 
control.” 

Roger M. Blough, 

Chairman of the Board, United States Steel Corp. 
Before the Subcommittee on Antitrust and Monopoly 
of the Senate Committee on the Judiciary 


at the end of the year the company 
came out with a profit of $35,000. 

The Advisory Board has now or 
ganized its own work to the extent 
that it can aid companies at a distance 
as well as in the San Francisco Bay 
Area where most of its first cases 
were undertaken. For existent busi 
nesses in need of help it has a four- 
step course of action : 


1. It requires the company to sup- 
ply operational information which 
will provide a clear picture of its 
situation and its trouble. 


2. Working with that picture, the 
Board “tailors” a format for man- 
agement reports adapted to the busi- 
ness under study. Reports are pre- 
pared by the firm’s office manager or 
bookkeeper and sent monthly to the 


Board. 


3, The Board associates analyze 
the information, studying it for prog- 
ress and any unbalances that may 
have developed. ‘They then send a 
detailed report of their findings and 
recommendations. 


4. The company’s management 
keeps in touch by telephone, letter, or 
personal interview when indicated, 
whether for consultation on current 
situations, plans, problems or emet 


oe ~< 
Zencies, 


When it is a case of individual 
counseling, the procedure is similar 
but more personal. If an individual 
or group need help in establishing or 
buying a new business, the Board 
associates will investigate pertinent 
factors and discuss findings with the 
principles involved. Competitive and 
market conditions, financial adequacy, 
experience, location and general wis 
dom of the venture are fully analyzed. 
On this foundation, realistic recom 
mendation is made either for or 
against the undertaking. 

Observes Logan: “Many talse steps 
and a lot of headaches are thus avoid 
ed.” 

How do companies or individuals 
in need of this help hear about the 
group? How does the Board learn 
of the existence of companies that 
need its services ? 

‘There are several answers. A cer 
tain amount of publicity has attended 
the novel undertaking, some in the 
press, much of it by word of mouth. 
News such as this gets about. Busi- 
nessmen tell one another. The Wall 
Street Journal published an article 
on it some months ago and _ that 
brought in no small number of in- 
quiries and expressions of interest. 
‘The retired executives themselves, all 
with business backgrounds of 35 to 
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buildings 
which shape 


Our lives... 


skyscrapers and schools, houses 
and hospitals, plants and parking 
garages are created by America’: 
architectural firms. 

lo best cover this $27,000,000,000 
architecturally-designed construction 
market, many advertisers of building 
products, materials and equipment 
use PROGRESSIVE ARCHITECTURE. 
In it they reach the world's largest 
architectural audience. They have 
found that P/A creates a productive 


climate for their advertising 


Progressive Architecture means Productive Advertising 


4 Reinhold Pul 


PROGRESSIVE 
ARCHITECTURE 


430 Pat Y 


watch out! 
i 


J at work 


Y 


When accountants recom- 
mend to management the 


Last In First Out treat- 
ment of inventory valuation 


the stock room may not 
actually function this way. 
But the choice of the LIFO 
method has an important 
bearing on company profits. 
Proper record-keeping and 
inventory controls are the 
accountants’ responsibility 
too, as is the review of insur- 


ance coverage of inventory 
and the employees han- 
dling it 


If you make record-keeping 
equipment or forms for effi- 
cient inventory control... if 
you insure inventory or 
bond employees, you 
should tell your story to 
accountants. 


where inventory valuation, control and insurance are concerned... 


ee 


re) oo ry 


Agoosnnte! ACCOUNTANTS HELP MANAGEMENT MAKE DECISIONS 


THE JOURNAL OF ACCOUNTANCY «+ 270 MADISON AVENUE + NEW YORK 16 
\ __-——— Official Publication of the American Institute of Certified Public Accountants 


Personnel of the 
Advisory Board 


Edward Lanz, 63, former divi 
sion sales manager for Ameri 
can Can Co. 

Samuel G. Gearhart, 68, for 
mer manager of industrial sales 
for General Electric Company's 
San Francisco office 

John S. Curran, 74, one time 
vice-president of the former 
Anglo-California Bank (now 
merged with Crocker National). 

Edmund H. Pigeon, 71, whose 
work before retirement was an 
alysis of small business. 

Samuel F. Baker, 68, former 
president of Barium Steel Corp. 
and of United Aircraft Products 
Co. 

R. G. Von Bernuth, 63, who 
was western regional manager 
for Pfizer Chemical Co. 

Jack Selfridge, 68, former 
treasurer, Fireman's Fund In 
surance Co., San Francisco. 

Paul Thompson, 69, sales and 
advertising manager, Sunset 
Magazine, for the Pacific North 
west area 

|Others, of equal caliber, in 
reserve. | 


Each of these men has behind 


him 35-40 years of experience 
in business. 


+) years and a wide range of con 
tacts and friendships, represent be 
tween them a substantial following 
lheir integrit ind ability are well 
known 

Some of their contacts come about 
through referrals by banks and chan 
bers of commerce Anyone familiar 
with the conservatism of these insti 
utions will know the confidence this 
involves Kight chambers of con 
merce to date have asked for the 
group's brochure describing its set 


es, so that they may distribute it 


Banks also distribute the brochure 
ind refer to the group individuals or 
firms they believe n ight benefit fron 


its aid 


hat there is a place and a need 


tor this service has been proven the 


group agree They are rewarded by 
this knowledge and by the satisfaction 
ot seeing small businesses that were 
in line to go broke pick up and be 
come profitable. “hey naturally glow 
over the expressions of gratitude they 
receive. For example 

We're operating as efficiently 
(seneral Motors now 


is 


SEPTEMBER 20 1957 


TROY, NEW YORK 


“A BLUE RIBBON MARKET” 


PLACE 

IT HIGH 

ON YOUR 
WN 

SCHEDULE 


here are the 


reasons why: 


BUYING INCOME: $218,379,000 
RETAIL SALES: $155,245,000 
FOOD SALES: $45,498,000 
EATING & DRINKING: $11,817,000 
GEN. MDSE.: $15,957,000 
APPAREL: $19,954,000 

FURN. HH. & APPL.: $9,209,000 
AUTOMOTIVE: $24,144,000 
GAS. SERVICES: $8,640,000 
LUMBER, ETC.: $4,638,000 
DRUGS: $3,477,000 


(City Zone Figures, 1957 
Sales Man.) 


CIRCULATION: 48,088 


THE RECORD 
NEWSPAPERS 


THE TROY RECORD THE TIMES RECORD 
TROY, N. Y. 


‘The only way we think a small 


M businessman can survive today is to 
‘AF are —_ be able to call upon an advisory group 
STIs Ne like this one.” 
television ‘ y~, i it ies rf “We'd probably have gone broke 
a in if we hadn’t had Logan’s board of 
WINS “ ” Ply ’ directors.” 

TON SALEM .- ee oe ; And then there is the heartwarm- 
ing letter of gratitude in the files 
from the widow mentioned above, 
who found it dificult to believe that 
men of the caliber of the associates 
would come to her aid and expect 
nothing in return. 

Comments Lanz with a _ smile: 
“We have been promoted from busi 
ness to professional life.”’ The End 


daa WAR a 


Shopping Centers 
Average 83 Stores 


The St. Louis area has 58 
neighborhood shopping centers, 
with 4,831 retail shops, or an 
average of 83 per shopping cen 
ter. ‘The composition of these 
shops may not be precisely a na 
tional picture, but probably is 
not markedly different from 
that of similar areas in other 
major cities. 

‘The Sales Executives Associ 
ation of St. Louis has surveyed 
and mapped the shopping cen 
ters of Greater St. Louis, rang 
ing in size from Clayton's 
14,000 front feet down to 
z < Meramec and Virginia with 
— quarter-mile fronts. No centers 

3 198 000 > with less than 1,000 front feet 

ii | were included in the survey 

. * .s : : : ; which has been published under 

the name, “Neighborhood Shop 

ping Centers in St. Louis and 

St. Louis County,” priced at 

$10.00. Detail maps are in 
cluded for each center. 


- 


‘The average center has 83 
occupied establishments and 17 
presently unoccupied, and on a 
store-per-shopping center basis 
the composite center looks like 


*IN THE BIG 75-COUNTY PIEDMONT sind sities 
NORTH CAROLINA AND VIRGINIA shopping center 


Movies 1.3 
MARKET SERVED BY WSJS-TV Jewelry 22 
Variety & general 2.7 
Drugs 2.9 

Hardware-building 3.3 
“SA SJ S&S Furniture-appliance 5.1 
Eating places 6.9 
television Grocery 7.1 


Liquor, taverns 74 


WINSTON-SALEM Automotive 8.2 


NORTH CAROLINA Clothing, shoes 
Service shops 


CALL HEADLEY-REED FOR THE BIGGEST, RICHEST MARKET IN THE SOUTHEAST 
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How to stock what you need, as you need 


The boss pounced on Louie when shipping was late Now the boss is quite tame and Lou ships with suc« 


‘Cause they ran out of stock just as business got great He specifies shipment by RAILWAY EXPRESS! 


Which do you think is worse, running out of stock or being 


overstocked? No question about it . . . they're both bad business! 


N 
To keep stocks evenly balanced—or to answer any shipping need Q hl LW L 
it pays to specify Railway Express. You get swift, dependable EXPR ESS 
deliveries that are easy on your pocketbook. You get cove age 4 re F N cs. 
no other company can match, for Railway Express reaches some 

23,000 American communities! And now, with Railway Express’ 

new World Thruway Service, you can ship to and from almost 

anywhere in the world! So, whether you're sending or receiving, 

here or abroad—always call Railway Express, the complete 


rail-cir-sea shipping service. 


SEPTEMBER 20, 1957 


a “tees ». 


PLACE IN SPACE 


NATIONAL AWARDS (coven!) 


OHIO STATE UNIVERSITY AWARD 


First award in the national classification for a program 
directed to special interest groups 


HEADLINERS AWARD : 


For consistently outstanding news reporting by a radio 
station 


RADIO TELEVISION NEWS DIRECTORS ASSN. AWARD 


For outstanding radio news operation 


LOCAL AWARDS (coven!) 


ILLINOIS ASSOCIATED PRESS AWARD 


First place —Best local regularly scheduled news program 
First place —Best local regularly scheduled farm show 
First place —Best local regularly scheduled sports show 
First place _—Best local special events coverage 
First place —Best general excellence of news presentation 


Second place—Best documentary program 


CHICAGO FEDERATED ADVERTISING CLUB AWARD 


For local special features—Public service 
For local programs—Audience participation 
For local programs—Drama 


e THE MOST HONORED-~ e¢ THE MOST SPONSORED 


Est. 1922 


Chicago's Showmanship Station 


CBS RADIO in Chicago—represented by CBS Spot Sales 


WHEN MANUFACTURERS DON’T 

stores may do their own cello- 
phane-wrapping. One retailer (all out 
for cellophane) has eliminated soilage 
and markdowns 


“Creative Sell” 


Wins Customers 


For Soaring Cellophane Capacity 


In 1957 factory facilities of this three-manufacturer indus- 
try will increase 42%. Olin's alone will be more than 
doubled. To many more prospects a larger selling force 
is busy proving how "packaging decision'’ can pay. 


After five ears ol 


L lloph ine industt 


shortage the 
uddenly will have 
i lot more to sell: By late 1957 : 

Du Pont will have stepped up 


t\ 4 Y// trom 00) to 


innual Capaci 

0 million pound 

American Viscose’ film division will 
have expanded ()f,% from lOO to 
150 million pounds 

Olin Mathieson Chemical Corp. 
newest contender in this three-manu 


Ww ill hav Cc doubled 


from $5 to / 1 illion pounds 


facturer industry 


BABY’'S FIRST BATH may require 15 
items—all wrapped conveniently and 


cleanly in a single package 


‘The industry must find users for 
+2(% more cellophane. About 40 sales 
men in Olin’s Film (Packaging) Di- 
vision must create customers ter 
twice as much. 

In six years Olin’s force 


ed steadily 


expand 
from the original three 
who went to work eight months be 
fore the first factory was operating 


has built sales to an 
>) 


estimated 
This is a lot 
faster than the progress of “pack 
aging’ as a whole: In 15 years, while 
the gross national product rose 292%, 
packaging climbed 341.2%. It is 
faster than the rate of cellophane it- 
self which — despite one brief period 
of oversupply has moved ahead 
since World War II at an average 
annual rate of 18.5 million pounds. 

But now Olin’s men alone must 


5 million a year. 


sell 40 million pounds more annu 
ally. 

George R. Johnson, New York, 
sales manager of the Film Division, 
thinks they have the energy, the ideas 
and creativity to do it. Headquarters 
is helping to make the most of all 
three. Since 1954 Olin’s “creative 
approach” in advertising and sales 
promotion has been crystallized by 
the phrase, “A packaging decision can 
change the course of a business.” 

The Olin Industries half of Olin 
Mathieson learned its cellulose chem- 
istry from long experience with ex- 
plosives. 


Che name cellophane combines cel 


lulose and diaphane (French for 
transparent), Its invention is credited 
to one Dr. J. E. Brandenberger, a 
Swiss. Four decades ago a firm called 
La Cellophane was formed to make 
it, and in 1924 this firm licensed Du 
Pont for the USA. In 1930 Sylvania 
Industrial (now a part of American 
Viscose) began to produce cellophane 
here under a Belgian license. 

‘Thus these two manufacturers had 
about 25 and 20 years head start over 
Olin. By 1949 Du Pont had become 
so dominant in this booming business 
that, to avoid a consent decree, it 
helped to establish Olin as a rival. 

Olin Mathieson admits that “Du 
Pont sold us the whole cookbook” 
helping to build its first cellophane 
plant at Pisgah Forest, N.C., and 
training technicians and the nucleus 
of a sales force. Crown Zellerbach, 
which before World War II had sold 
Du Pont’s cellophane on the West 
Coast, also became Olin’s distributor. 
Olin’s other cellophane distributor is 
Carpenter Paper, Kansas City, for 
the Rocky Mountain states. Else 
where its own men contact manu 
facturers, converters (package-mak 
ers) and many retailers direct. 

Officially, Olin says less about its 
Du Pont foster-parentage. It had 
studied the self-service marketing 
trend, and was sure that this would 
place ‘‘a heavy selling burden on the 


retail package’; would “stimulate 
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demands for product visibility, light 
weight, economy and ease of han- 
dling.” Estimating that demand fer 
flexible film would triple in a dozen 
years, Olin set out to offer “a com- 
plete service in packaging.” To sup 
plement cellophane, it 
polyethylene plant. 

The Pisgah Forest plant started to 
roll in June 1951. Since November 
1950 a three-man sales force had been 
turning prospects into customers. 
Soon the separate sales forces for 
cellophane and polyethylene totaled 
10 men. ‘These were then merged 
into « group. District sales offices 
were opened in New York, Harris 
burg, Atlanta, Chicago and San 


Francisco. In some offices one sales 


acquired a 


man concentrates on converters. 

Originally because the experi 
enced cellophane men were all with 
its established Olin sought 
whatever qualified men it could get 
with sales experience, Mostly these 
“merchandisers,” but one had 
More 


recently it has added young men who 


rivals 


were 


been an insurance salesman. 


among other things, pass sales-aptitude 
tests. 

Between 1949 and 1956 cellophane 
demand climbed from about 210 to 
400 million pounds. But for a time, 
right after Olin started, there was a 
buyer’s market. But even from the 
start Olin had planned a larger plant 
at Olin, Ind. (near Danville, III.) 
which soon will be in full production 

Cellophane is versatile. In addition 
to being transparent, it is clean, print 
able (no rub off), greaseproof and 
water-vaporproof; relatively gas- and 
static-electricity-proof. With coatings, 
it can even be made waterproof. It 
can be handled by high-speed ma 
chines and laminated with other pack 


aging materials. Its applications in 


BUNDLING: Manufacturers find it can 
make for less weight and bulk, in 
crease protection, create “shelf ap- 
peal.” 
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clude direct wraps, overwraps, tra) 


overwraps, bags, envelopes, strip 
packaging and tear tapes. 
Cellophane’s salesmen, however, 


have made a lot more progress in some 
economic areas than in others. ‘Thiece 
fourths of all of their product wraps 
foods, and 30% of all of it, baked 
While bakery business in the 
next five years is estimated to rise 
by 35 million pounds annually, po 


y 
goods, 


tentials in meats and vegetables are 
The Depart 
ment of Agriculture estimates that 
only 15% of the 75 billion pounds 
of fresh fruits and vegetables sold 
yearly are now packaged, and only 
half of this “cellophaned.”” But in the 
next decade the packaged share is 
expected to rise to 75%. Super Mar 
ket Merchandising finds that 70% 
of supers surveyed intend to increase 
produce prepackaging in 1957 


said to be “enormous.” 


Sells Packaging 


Olin’s approach is to sell packaging 

even though /ess cellophane sales 
temporarily may result from it. Its 
salesmen buy products and Olin tests 
packaging for them. And then the 
men sell the prospect a program In 
addition to being helpful before they 
sell him, explains George Johnson 
they follow through with ideas and 
suggestions during the program's de 
velopmen:. 

Olin claims to have pioneered cello 
phane in such industries as ‘“‘soft 
(textile products). Its sales 
men work with producers of other 
types of packaging, for their mutual 
advantage. 

Folding Paper Box Association re 
ports that 40% of all new 
cartons tor consumer products now 


goods” 


folding 


have “some sort of see through con 
struction.” In a recent talk before 
George W. Mi 
advertising and 
of Olin’s Film Division 
showed that in the last two year 
Olin’s promotion of tray overwraps 
has increased 50%. 


this association, 
Cleary, promotion 
manager 


An overwrap 1S 


cellophane lidless box 


around a 
McCleary points out 
“had been around for years . until 
Olin applied it!” 

An Olin salesman’s territory range 
in size from several blocks on Man 
hattan Island to several states. In it 


‘This idea,” 


he calls on all types of manufacturers. 
Increasingly, he contacts retailers 
too. When a merchant adds a self 
service department (Chain Store Age 
reports that the proportion of chain 
drug stores with checkout counters in 
the last year rose 16%) the Olin 
man helps him profit from it, through 
packaging. 


PRACTICING ITS PREACHMENTS, 
McGraw-Hill wraps a recent book on 
“Selling Power of Packaging” in 


cellophane jacket 


Part of the salesman’s job 1s to 
Olin 


pends $350,000 


merchandise the advertising 


Film Division now 


annually, through D'Arcy Advert 

ing Co The magazine list is Good 
Housekeeping Ladies’ Home Jour 
nal, Fortune and Time In the last 


two a prominent package designer | 
quoted in each insertion on the n 
portance of the “packaging decision 
In business publications, for cello 
phane, Olin schedules Candy [naus 
try, Biscuit and Cracker Baker, Pret 
zel Baker and Potato Chipper, and 
for polyethylene, American Builder 
Building Supply News and Engineer 
ing News Record. ‘hese ads 
user case histories. ‘he builder serie 


recently adopted a 


report 


salesmen are told 
new ‘circle’ motif in the format 
which ties in with the rest of ou 
advertising and with the bullseye 


O in Olin in the signature 


Weekly, monthly, seasonall in 
nually ... few sales forces get more 
“fuel” from HQ. Much of it in 
the form of ideas used by some ot 


the men which are relayed to the 
others. We tell then VicClear 
‘not to adopt the 
bodily but to adapt them to their 
Probably 20% of the 

tart doing so right off the bat. B 
they're a different 20% each wee 
We're 


lar adoption 


explains uggestions 


situations 


hooting tor 50 to 600% recu 


HO people have more to learn, too 
The last annual sales meeting (the 
theme of which was “Crossroad 
introduced round tables, where tech 
nical and nonselling people, as we 


a sale manager if im witli trv 


Why In-Store Packaging Will Continue 


Store situation may 


Manufacturers’ packs, when 


leave open units, which store can quickly rewrap. 


Customers may return broken packs which can be 


put back on sale 
Products from different 


lated selling 


Customer-handling breaks some packs. Store can rewrap instead of 


markdown 


Some manufacturers persist 


Store's ideas of color coordinates 


Slow movers can be combined with fast sellers, according to store’s 


own situation 
in-store 
entnusiasm 


At times, merchandise can be 


price to make in-store packaging cheaper 


in-store experience can be 


Special kits can be made up 
et 
Store 
else 


Area or 


meet local needs, or move slow merchandise 


Soft and hard goods items can be combined in related merchandise 


ensembles 


Private-brand merchandise can be emphasized. 


Special packs can be 


days, anniversaries, etc 


Some manufacturer packs don't 


be such that special quantity multiples sell 
better than manufacturers’ standard packages. 


broken to 


manufacturers may be assembled for re 


in refusing to prepack merchandise. 
Store can sell it better wrapped 


wrapping by own personnel increases worker interest and 
bought in bulk 


used to guide manufacturer operations. 


repair work, findings and trimmings, 
can design original packages, which can't be found anywhere 


application ensembles can be 


also cosmetics, drugs, etc,, 
made up 


for special 


suit local store needs 


meet customer demand, 


rewrapped and 


may differ from manufacturers’. 


at sufficiently lower 


created for special use: to 


added. 


local promotions, holi 


table top 
irket selling 
ore key 
ng accoun 


That ks 


roods and building mate 


people 


in elling 
a | hat ai iy 


COoMmsumMel 


} 


or the ilesmen in 


| 
ill Linve 


he Iping 


planning 
orm ound ile policies 
rn irketing and 
on int thei irea 
publi tions Tor 
and making 


ndustrial urveys Tor! 


thei 
re and 
offer ivvestion to he Ip 
think of you both 


i well-informed 


y sales 
for the men is a list 
me recent package 
t numbered tor rete 


that month's adver 
sh he dule 


i monthh 


pecif packagu ’ 


iles drive ¢ ilend if, 


complete new laundry promotion 


to| build your second-sheet business 


he 


i halt-year 


calendar—for a month and 


ahead 


ideas for baked goods, candy, snacks 


covers promotion 


produce sort goods and other 


non 
tood items, It ranges from cellophane 


overwraps for ink and marbles to 
polyethylene bags for shoes and cos 
mevtics 

lhe case history laundry 


be 1 »k let . 


Increase in 


promo 
tion includes a "“1S¢ 


f 
OO, 


‘ to 
Laundry Sales.”’ 
Lhe salesmen are told to use it aS a 
with the 
Wall charts depict steps in 
Other material in 
this package-within-the-weekly-pack 


iwe IS suggested newspaper ads, pack 


presentation, “then leave 
prospect 


wrapping shirts 


ie inserts and laundry promotion 
ids 

Prospects’ names on the week's list 
of leads are coded to separate 
secking general 
tion 


Olin 


ments 


packaging 
requesting 
Noted undet 


may be “Sent ‘Bundling for 


intorma 


from those specif 


literature. “com 


those 


Profit,’ ’’ and under “source,”’ whether 
the inquiry resulted from an Olin 
magazine or business publication ad 
or from a publicity story. 

Often the weekly kit carries a re 
print of a paper 
(“The Calendar: 365-Day 
the Baker,” Bakers Weekly.) 
One recent enclosure was a letter 
from ‘an executive of a large con 
verter, thanking an Olin salesman for 
the book, “The Selling 
Packaging.” He 


article. 


Ally of 


business 


trom 


Power of 
asked for extra 
copies for his president, vice-presidents 
of sales and production, and 
HQ cited this salesman who 
‘actively sold his account in depth.” 

An “item” in 
tions tor 


treas 
urer. 
one kit is instruc 
showing QOlin’s new slide 
film on polyethylene, “Build Better 
for Less,”’ before building-supply dis 


tributors and other groups 


Salesmen Take Bows 
The 


crammed 


monthly Newsletter is 
with 
and ; cello 
phane-wrapped dictionary, used as a 
premium by super markets, to a fa 
mous old parlor game and a new 
drink in tablet form, similarly pack 


aged, 


case histories about 


customers uses——trom a 


instance the salesman 
takes a bow. One 
through a distributor, sold retail lum 
ber and hardware dealers on dis 
pensing polyethylene by the yard. The 
dealer roll of it on 
a mandrel and cuts lengths to fit the 
needs of do-it-yourself addicts, home 
gardeners, 


In Cac h 


involved man 


mounts a master 


farmers and others. 
Meanwhile, Olin’s 
knowledge has been re 
corded in nine big, black illustrated, 
loose-leaf books, covering 16 market 
groups—compiled under the working 
title, “Dr. Corbett’s Book Shelf.” 
Ihe “doctor” is Olin sales-promote: 
Roger Corbett. Several of the “vol 
get into in-store packaging. 
Many retailers have found that the 
cost of doing their own cellophanizing 
(about | cent a package) more than 
pays off, without raising prices. In 
addition to convenience and improved 
appearance, Olin shows, it 
losses from “pawing’” and pilferage. 
A volume on Soft Goods divides 
into “Sales Opportunities” for manu 
and “Visual Salesmaker”’ 
for stores. Sales successes are reported 
for such packaged things as socks and 
shirts, panties, 


four years ot 


AC quired 


umes’ 


reduces 


facturers 


and 
uniforms, curtains and dra 
peries, sheets and blankets, towels and 
face cloths. Mills offers a 
gift package of dish towels and pot 
holders on a tray overwrapped in 
Wings and other 
taken 


house dresses 


nurses 


Cannon 


cellophane. shirt 


brands the cellophane 


hav S 
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George R. Johnson, General Sales 
Manager, Film Division, Olin Mathie 
son Chemical Corp. 


Wrapping burden off their retailers 
shoulders. 

From Textile World Olin borrows 
an article by William Black listing 
18 ‘special reasons why some in-store 
packaging will continue.” ‘These are 
brought ‘down to case histories: 

A store packaged shirt, tie and tie 
clasp combination “sells three items 
instead of one.’ 

One store wrapped two toddler 
polo shirts with a pair of novelty 
overalls as a “Pom Pom Play Set,” 
and trebled unit sales. Similar re 
sults are shown for three pairs of 
women’s gloves together, and a bed 
jacket-nightgown combination. By 
packaging 10 men’s handkerchiefs to 
gether a big eastern department store 
stepped up unit sales 24 times in one 
week, 

And a New England store cleared 
out a lot of “dogs in cellophane! 

Another New | ngland store found 
cellophane-wrapped multiple packages 
sold 237.1% more than single units 
of panties; 303.2% more toddlers’ re 
lated play sets, and 533.80 more 
towel-dish cloth ensembles. 

Think, too, of the reduced wear 
and-tear on the salesclerks: One store 
prepares a package of 15 or more baby 
items, ‘particularly for doting grand 
mothers and fond aunts,”’ which re 
sults in both bigger tickets and faster 
transactions: “It would take an hour 
or more,” QOlin explains, “for cus 
tomer and salesperson personally to 
select coordinate and wrap all 
this .. 

In the Infants department alone 
Olin lists “163 opportunities for more 
sales” on single n ultiple and related 
items—by putting packaging to work. 

‘This book ends with a 32-page bro 
chure which develops “54 ideas for 
more iles at lowe t The End 
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Illinois’ 
2nd Big Market 


PIMITEOU 


| CON. SP 
METRO. AREAS INCOME | RETAIL SALES 
, 


Peoria Journal Stor 1. Chicag 


© saturates metro. orea with 99 7% daily ratio to homes 2 


Peoria , 548,784 | 390,937 


© delivers daily circulation of 100,000 plus Dovens 


© influences 13 county billieg doller market Rock Island 7s 516,413 18,252 
Moline 


Rockford 180,200 187,477 250,292 


> ° - affiliated with WTVH 
I co r l a oO u 4 t a r ) Word Griffith Co., National Reps 


Selling Western Michigan is easier 
when you use our FREE 
SALES AIDS. ne ne sam 


to the famities 
who buy the 
MOST. 


ae ew ee ~ 


h. Montgomery, Nat'l Adv. Mar. 
Grand Kapids Herald, Grand Rapids, Mich 
Please send me the free sales aids checked below 
Grand Rapids Liquor Sales Reports 
Grand Rapids Beer Sales Keports 
Grocery Store Route List 
Drug Store Route List 
Aleoholle Beverage Outlet Route List 
Newspaper & Market Data Booklet, “talk the MOST 
to the families whe buy the MOST...” 
Name 


Address 


City 


GRAND RAPIDS: The Grand Rapids Herald 


MICHIGAN Member of Federated Publications 


Furniture Capitol & REPREGENTEO NATIONALLY BY 
of the World ( SAW VER-FERGUSON- WALKER COMPANY 


“WE COUNTERACT 
MARKET CHANGES 
WITH ADVERTISING IN 
BUSINESS MAGAZINES" 


Gilbert B. Richards, President 
of OPW Corporation and its subsidiary, 


Jordan Corporation, says: 


“Markets continually change—and personnel even more so. Since 
we produce special valves and nozzles for markets in practically every 
country in the world, we are vitally concerned about keeping up with 
these changes. We have found that we can counteract their effect by 
consistent advertising in business magazines. 

“This kind of advertising, of course, has a further benefit by per 
forming a preliminary selling job for our representatives. It has also 
been an inestimable help to us in opening new product applications 


that are broadening our markets.” 


IF WHAT YOU MAKE OR SELL is bought by business and 
industry, you'll find that consistent use of business magazines will 
help you “‘mechanize”’ your selling. It frees your sales force for the 
important job of making specific proposals and closing sales. You'll 
find that the best place to do this “mechanized”’ selling at lowest 
cost is in one or more of the McGraw-Hill magazines serving your 


major markets. 


McGRAW-HILL PUBLICATIONS 


McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36, New York 
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No “Off Limits” on Places to Think 
Sales Leadership Panelists Report: 
Yes No 


is the bathroom a good place 
for you to think? ade aes 


Do you think while shaving? 


Do you think while in bed? 


What Do you Do to Spark ideas? 


Sales Leadership Panelists were asked to check three of the following 
means of idea stimulation for themselves. Their composite answers: 


Reading 78% Brainstorming 


Conversation Others 
with outsiders 73 


Reflection 55 Hunch 


Conversation Over-the-transom 
with insiders 51 suggestions 


Where Sales Chiefs Get Their Ideas 


iture of his job, the sale ing, at the office after hours, early opposite points 
executive is surrounded by people to morning anywhere, at luncheon meet stimulation — of 
whom he must give his attention, But ings and in the shower. 


of view about the 
broadcasting. ‘The 
ideal place and time for thinking re- 
the moment comes when he needs One Panelist, in answering the ports one Panelist is “when there is 
time to think Then, in his experi question on ideal conditions for medi no radio, TV, or people.” But an 
ence, there is no substitute for quiet tating and thinking creatively, ob other Panelist finds ‘programs on TV 
ness, solitude, and no interruptions serves that ‘mature people create own give birth to an idea.” 


Lhe ofhce, apparently, offers nei conditions.’ Some sales chiefs, at least, are early 


ther quietness nor solitude Ideal conditions vary from man to risers. One Panelist does his best 

lor a place in which the sales chiet man. “In the den, late at night, with thinking in his library between 4:30 
in think no place beats home. SALEs a tew mild highballs,” according to and 7:00 a.m. But a fellow Panelist 
NIANAGEMENT'S Sales Leadership one Panelist, is the best place and finds himself “most relaxed, no 
Panelists preter their homes—three to circumstance to think about sales .. . phones, no noise,” 3:00 to 5:00 a.m. 


one—over their ofhces as their fay but another Panelist simply says it's The problem of finding a suitable 


time and place is no trouble for the 
places: while driving the car, on Sales executives responsible for ad Panelist who thinks “during waking 
train on plane 1 he d while sha vertising pure hases sometimes take 


orite place to think, Other preferred “when the boss is away.” 


hours when called on to do so.” 
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*, 
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GEE WHIZ, BOSS, WHAT'S IN THIS BOOK? 


“THE SALESMEN KEEP ORDERING THE BOOKS AND DOUBLING 
THEIR SALES ...ORDERING THE BOOKS, DOUBLING THEIR SALES.” 


There’s no mystery to the contents of the book the lady is holding. Every Dun & Bradstreet 
State Edition is a sales tool to help salesmen use their time to best advantage. Each pocket- 
size handbook simply and clearly lists the business concerns within a State, with line of busi- 
ness, how long they’ve been in business, and usually a rating showing financial strength and 
credit appraisal. 

Try them for your salesmen today. Call the local Dun & Bradstreet office — there’s one 
in every major city in the United States — and ask for the State Editions you need, The small 
cost of the books will probably be absorbed in the first additional sale made. 

Or, if you want more information, fill in and mail the coupon below. 


I'm interested in your State Editions. Please send full detail 


DUN & BRADSTREET, INC. including prices. No obligation on my part, of course 


Individual 
Company 
Address 


City Zone State 
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} because PACKAGING — TODAY —IS A SALES FUNCTION... 


Verification of the rapidly growing, specific responsibilities of sales 
executives in packaging has been made public in a study of top executives 
of 307 of the nation’s food manufacturers. The companies 
participating accounted for 46% of 1955 food sales of $51 billion 

The study, conducted for the Folding Paper Box Assn., 

by Don White, Inc., market research consultants, included all 

kinds of packaging and involved manufacturers of practically 

all products sold through food stores. 

Findings are summarized by the public relations firm 

of Carl Byoir & Associates in these words: 


The Sal M ye) the man wh 
makes n he fi kaging decision 
Ccé are a pach Ld 
committee and th den The primary 
reason fora package ci ge 18 to increase 
In greater detail, the survey disclosed 
that in 62% of the cases, the sales manager 


si} a2. 2 
he most influ in 


was named 


As a Sales Management subscriber, your 
title may be President, Director of Marketing, 
Vice-President in charge of Sales or 
Sales Manager. And, because Sales Management 
editors pace editorial content to match 
the constantly broadening duties and demands 
of your title, you will continue to see 
in Sales Management greater emphasis on 
packaging .. . not the technology of 
packaging, but the of 

package change — the 


A SAMPLING OF RECENT 
PACKAGING FEATURES IN SALES MANAGEMENT: 


Rede d Package Triples Sales 
For White King Cleanser (4/2/57) 


Tetra Pak is Here (8/2/57) 


Desens 
Why Wait for Sales to Skid Ss 
Before you Redesign? (7/19/57) Macagerttal 
Ray-O-Vac Finds 
Near-Perfect Package (6/21/57) 
What's With Packaging? (6/21/57) 


* See-through Packaging: 
Everybody's Doing It (6/7/* 


* Carton Saves Shipping Costs, 
Adds ‘Glamor’ (5/17/57) 


New York 16, N. Y. Chicago 1, lil. / Santa Barbara, Calif. 


386 Fourth Avenue / 333 North Michigan Avenue / 15 East de la Guerra 
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FISHING: NUMBER ONE 
LEISURE-TIME RECREAT/ON 
FOR BUSY M/AMIANS 


Manufacturing is UP, for example. Industry among the swaying coconut palms. 148 
w plants, 24,000 more jobs, $ ,000,000 in added payrolls last year Fastest-grow 
r manufacturing area in U.S.A., say Department of Commerce Just another facet 


f surging, dynamic Greater Miami now FIRS] in retail sales pet family among 


ALL billion-dollar markets 


What’s up in Miami? EVERYTHING! 


NOTHING UNDER THI Reaches 91% of Greater 


SUN covers Greater Miami * > ar | Miami's 2-paper audience. Ex- 
ind the Florida Gold Coast. like Che Miami Herald 


clusive home-penctration 7 tol 


NEW! 1967 STUDY “TOP TEN BRANDS 


Fer your free copy write The Miem 
Herald, or ask the man from 


STORY BROOKS & FINLEY 
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Rockwell Engineers Scan Sales Call Reports to: 


1. Spot product successes, failures, areas of 


improvement 


2. Get ideas for new products 


3. Find new applications for old products 


4. Obtain factual data on installations 


5. Learn how users evaluate competitive products 


6. Demonstrate that they are part of the 


company’s whole sales team 


How Sales Call Reports 


An interview with 


JOHN M. POMMERSHEIM, fo-ckweli Msnufaciuring Co. 


An Engineer 
Who Wants to Know 


This is John M. Pommersheim. He 


is assistant to the vice-president of 
research and Rockwell 


Manufacturing Co., Pittsburgh. Rock 


engineering, 


well employs 7,000 people and serves 
30,000 individual customer businesses. 
Net sales in 1956 were $114 million. 
Rockwell secures its business from 
28 basic markets served by 18 district 
sales offices. It manufactures 125 in 
dividual products in some 25,000 vari 
ations. Some of its major products” 
valves, power tools, meters, casting 
Pommersheim is a 1932 graduate of 
State 
master’s degree is from the University 


Pennsylvania University. His 
of Pittsburgh. Since joining Rockwell 
in 1943, he has been gas meter engi 
neer, administrative engineer, patent 
engineer, and assistant to the general 
manager in charge of Bendix Division. 
He is a member of the Instrument 
Society of America 
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call reports 


at least 


Q. You're an engineer, Mr. Pon 
mersheim. Why are you interested in 
> 

A My job is to make ou on 
pany s products as good as po ble 
as good as, and prefe ib] 
better than, anything the 
has to ofter, 


competition 
‘To do ny job well | 
have to know how our products are 
doing in all of thei 
their 


where improvement is possible. Call 


applications 


their successes, failures, area 


reports are a vital source of intort 


tion 


O. How 
ports help? 


specifically lo call re 


A. Our salesmen see our | 
in use daily. What they report about 
product performance has a direct 


fl lence On My work, Fo: example t 


good call report may sugyest that i 
product should be rede ined it test 
ing procedure changed, a new mate 
rial developed or an inspection op 


eration revised 


YO. Call 
Dasis tor 
they ? 

A. No, indeed. ‘The engineer look 


0 new 


reports arent 


enginecring Changes ire 


ideas in everything ind he 


tries to cultivate “informal source 


1 
of ideas as well as source within h 
daily work routine. e ules meet ny 
to example are alway in addit onal 


and helpful source of engineering 


nformation. The salesman, as a direct 


Engineers 


' 
that this isn't t 


sq istionable. While 


t down on the analytica 


tuations require 


Ha f fru 


ipable of making detailed analy 


found that salesmen 


definitely. ‘he time is past 
ver existed—when a salesman 
nild sell without detailed engineer 
ny k nowledge of his product and the 
se it. Many of our own 

formal engineering 

backgrounds, and the men J know 
trom other 


vell trained 


cotnpanies are equally 
If they are not actually 


engines they have received the 


ed 


956 we 


personal income, 


it's shootin!’ up fast. 


R-OF FICE 


=Advertising Agency 


$ 

. for 1956 

"| arizona NDS me with Sivom the desk of 
a y 


Presume you saw this report on Arizona's 


like everything else in Arizona 


I've attended several conventions there 


and everything they say about it is true, 


equivalent in training in their own 
field. 


YQ. What sort of call report form 
do you use at Rockwell ? 

A. A simple, one-page form which 
lists the mame and address of the 
customer, the personnel seen and the 
Rockwell concerned, 
Half of the form is given over to 
blank space labeled “Remarks”. You 
can see that it puts a premium on the 
ales engineer’s reportorial ability. 


product line 


Q. How has this form worked out 
for your company, from an engineer 
ing standpoint ? 


A. Generally quite well—which is 
not to say that it couldn't be better. 
I'm sure that we, as well as engineers 
in other companies, occasionally miss 
out on information that would be of 
help to us—either because the sales 
man doesn’t think we'd be interested 
in some apparently minor point, or 
because he hasn’t been specific enough. 
Of course where it’s a question of 
getting more specific information we 
follow up, but there’s not ‘much we 
can do about omissions. 


Q. Are you, as an engineer, inter 
ested in all call reports? 

A. I hesitate to say “no,” for fear 
of missing just one of interest. But 
actually each of our sales engineers 
makes out a report on each call every 
day, and it can’t be expected that en- 
gineering would be interested in every 
one of them. You'd be surprised at 
how many are of interest, though. 
I-very time a product is recommended 
or evaluated, for example, we’ re inte: 
ested. Performance reports are of pri- 
mary importance. Reports of competi 
tors’ products are equally interesting, 
but here it’s doubly important to be 
factual and honest—we can’t compete 
with will-of-the-wisps. 


Q. Occasionally some reports, par- 
ticularly on competitive activities, are 
received second- or third-hand. Are 
these still of value to engineering? 

A. Yes. What I object to are 
phrases like “They say” or “It is 
said.” Ideally, of course, the salesman 
should get the complete story from 
the most authoritative source possible. 
‘This can’t always be done, and many 
times a story must be accepted from 
an indirect source. The important 
thing is to state it as such and include 
an evaluation of its accuracy. This 
applies, incidentally, to all subjects 
covered in the report. 


Q. You say that a salesman should 
include his evaluation, yet be factual. 
Isn’t there a possible area of confusion 
here? 

A. Not really. The facts should be 
covered thoroughly: the product in- 
volved, the installation and its perti 
nent features. Then the evaluation: 
whether the product is performing 
successfully, whether its performance 
should be improved, or other pertinent 
points which the salesman believes are 
important. 


Q. What do you do with the call 
reports you receive? 

A. We sort and classify the infor- 
mation contained in them by product, 
and then by the nature of the difficul 
ties and successes. This information 
becomes the basis of many engineering 
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Prominent Users of Strathmore Letterhead Papers: No. 130 of a Series 


The quiet power 


of Quality! 


STRATHMORE PAPER COMPANY WEST SPRINGFIELD MASSACHUSETTS 


88 


Your letterhead is an ambassador for your busi 
eloquently of the character of your firm. The letter 
irtiss-Wright Corporation on Strathmore paper is 

indicative of the dignity, quality, and taste that important organ 

izations seek in their letterheads. Each day thousands of letter 
vritten on Strathmore papers, quietly but powerfully affirm the 


grity of many of the most famous names in American business 


Curtiss-Wright Corporation, leading manufacturer 
of aircraft engines, equipment and components, and many other 
diversified industrial products, recently announced a new concept 
turbojet for transport aircraft. This new engine, the cool and quiet 
'J38 Zephyr turbojet, is the first jet engine developed exclusively 


for both medium and long range commercial airliners. 


STRATHMORE LETTERHEAD PAPERS Th 1 ARCHMENT TRATHMORE SCRIPT 
MAT BON A NDR f An tA TH BOND TRATHMORE WRITIN 


THM i N ENVEL ’ ! A t vt | OL t NY ENVEL PE 


TRATHMORE THIN PAPERS TRAT TRATHMORE BON 


+ SKIN 1 THMORE BOND A TRATH 2— BOND TRAD ASTER. REF A 


Better Pape rs are made with Cotton Fiber 


RATHMORE 


Makers of Fine Papers 


actions and | read and _ studied 


thoroughly 


0. Is there any instance of a call 
report having resulted in the redesign 
of a product or development of a new 
one f 

1. This has happened several times 
()ne we particularly like to remember 
is a series of call reports we received 
about twelve years ago from our sales 
engineers in the water meter field. 
‘The call reports kept mentioning the 
desire of water works operators for a 
meter with a non-fogging registe! 
‘They ‘also indicated that stuffing 
boxes were a continuous source of 
maintenance difficulties. At the time, 
all water meters, ine luding ours, Came 
equipped with stuffing boxes, and 
there wasn’t much that could be done 
about making a non-fogging register 
without substantially increasing mete: 
size and weight. However the call re 
ports were both precise and persistent 
and we realized that a real need 
existed for a meter that departed radi 
cally from existing water meters in 
design. Using the objectives cited by 
the men in the field as design criteria, 
a group of engineers, designers and 
metallurgists was given a progressive 
series of assignments at Rockwell's 
Central Engineering and Research 
Department. All in all, over 200 en 
gineers and technicians worked on the 
project prior to field test of the first 
model some five years ago. 

The result, after several years of 
extensive testing under actual ope 
ating conditions at various wate! 
properties, was the introduction this 
spring of the Sealed Register Wate 
Meter. It has a hermetically sealed 
register, no stufing box, and works 
on a magnetic principle. We think it’s 
the most important advancement i 
water meter design in over 50 years 

Of course, this is an example of a 
major development which call reports 
helped bring about. On a_ smaller 
scale, changes in design or construc 
tion, testing methods and so forth 
happen more frequently. 


Q. What can I do to make sure 
that my salesmen’s call reports are of 
value to engineering? 

A. First, impress on them the need 
to be factual—to explain and describe 
in detail. Second——and this is a little 
harder they shouldn’t be content to 
be merely reporters. ‘They should try 
to search out what they feel are the 
pertinent details and make observa 
tions of their own, 


Q. Do you know of any case where 
a poor or an incomplete call report 
caused trouble ? 
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1. Yes lll 


take this one from our own experi 


and to be consistent 
ence, too. Actually it wasn’t so much 
poor reporting as it Was failure of the 
salesman to make an inportant obse1 
ition. 
Qne ot our customers was exper! 
vith the 
accuracy of a shipment of gas meters. 


encing considerable trouble 


| he analysis of the « ustomer’s testing 
the 
meters showed nothing to account fo 
\ report to the tac 
a further search and 


procedure and examination of 
the INnAaACCUTACICS, 
resulted in 


checking 


tory 


there w ith no 


SUCCESS. 
Finally the customer's premises were 
revisited and the operation reviewed 
I verything order ex 


agaln. Was In 


above the prover 
had 
operating, 


cept tor one thing: 
a large revolving been in 
stalled. When the 


caused sufficient temperature differen 


Tan 


tan 


tial between the meters and prover to 
account for the inaccuracies. Simple ? 
Yes, and quite expensive, too 


YQ. One 


turbing to 


that may be dis 


Inanagers 1s 


thing 

sales you! 

request for detailed information. Isn't 

that going to take more of the sales 

man’s time—time that should be spent 
> 


*lling 
in selling! 


A. Just the opposite I've talked to 


“| should have been suspicious when the sales manager 
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first 
bad. Later on 
( lear, 


the 


men whose reports 


when they 


were pretty 
leat ned to 
write 
they 


took 


on the iob and 


comprehensive reports 
actually 
Theis thinking 
in writing the report 
and they de 
veloped an eye tor detail that helped 
them, as well as us. 


said good reports 


less time, both 


was better organized, 


Q. Can you recommend a practical 
procedure for increasing the value of 
our call reports to Engineering ? 

f. Yes. I 
your company engineers for lunch and 
the business of call 
him, Not will he be de 


lighted, but the two of you ought to 


suggest you call one ot 


disc Uss 


with 


reports 


only 


be able to reach an understanding on 


what intormation is necessary on 


typical applications of your product 


QO. How will my men know 
happens to their call reports? 

A. Vhe engineer should make 
point to tell them. Nothing is SO 
as to send in 


couraging reports with 


out receiving a reaction to them 


or bad 
between sales engineer and headquat 
ters, the call takes on a 
way nature. This means the engince: 


has 


rood 
As a means of communication 
report 


two 


or someone else at headquarters 


promised 


me 


the responsibility of indicating to the 
the action 


result of his re 


salesman 
taken as a 


t 


Thon 


course ot being 


ommenda 


) W ould you like to 
discussion in way 
{. Yes. At the ris 


I'd like to stress that 


any 


obvious 
men and engineers are members o 
samme team. W ere dependent on ¢a 
Without the 


would find he Wal 


good 


othe: eCnyinecriiy 


ilesiman SOOT! 
outmoded 
hardly re 
ed procedure for achieving 
brackets 

By the token 


salesman as a reliable source of good 


non 


epresenting an com 


petitive product ommend 
the high 
income 
saine without the 


current information on the con pany 
the 


the 


products and thei performances 


engineer can lose touch with 


people he's designing to! the nn) 
pany customers. 


Q). Is it possible to obtain a coy 


the Rockwell call report ? 


!. I'll be happy to send copi 


our call report to those who ask to 
W rite to John M. 

Rockwell Manufacturing Co 
\ve 


Pommershe 1 
LOO N 
Pittsburgh &, Pa 

The End 


| exington 


a protected territory 


ere are the Rankings 
California Metropolitar 
Varket im order of Reta 


able [neome 


10 000 000 lines 
of retail 


advertising 56 


ve the man from 


RIVERSIDE PRESS 
and ENTERPRISE 


IDEA no. 4 
for 
sales 

managers 


manpower, Inc. 
trouble-saver 


PERK UP SALES.. 


by using Manpower, Inc. store 
demonstrators in 1.10-0f 100 
markets Our service includes 
local supervision, all record 
keeping, payroll work, taxes, and 
insurance. This unique service 

s now being used coast-to-coast 


by major companies 


Write for tree 
brochure on this and othe 


merchandising services 


manpower, Inc. 


809 N. Plankinton Ave, Milwaukee, Wis 
OVER 100 BRANCH OFFICES COAST.10-COAST 


fest your porsonalits 


The Case of the Ink Blot Ad 


lot of nut have been calling 
Also some 


confused people 


recently. Also wags 
plain, everyday 

It all began when the network ran 
vhat Madison Avenue calls “a real 
ukie ad.”’ (It ran in the August 16 
sue of SALES MANAGEMENT, If you 
have the research type of mind.) The 
irtwork for this ad was a great big 
Rorschach blot. And a Rorschach—to 
those who haven't had to see then 
an ink blot spe 
ally prepared for clinical psychology 


inalysts recently—is 


tests. It’s widely used to evaluate per 
sonality patterns By your reactions 
in other words, you are catalogued 

We were curious to know what re 
ictions CBS had drawn from its ad 
o we called up Bob Ratelson who 


Miller—both of CBS—had 


created the controversial piece of 


with Iry 


art 
My Mother loved it,” said Bob. 

And a psychiatrist friend thought it 
was a real Rorschach.” 

his was the first we knew that 

ink blot wasn’t the real M¢ 

\bsolutely not,” insisted Bob. 

and | drew special ink blots for 

three weeks until we got what we 

wanted. We were covered with ink 
during the entire period.” 

Seems that Bob had a preconceived 
idea of what he wanted to get in this 
ad. It had to have, in the first place 
a dollar sign (‘for business-oriented”’ 
people). And the only way to get the 
dollar sign in the ad was to cheat 
Ink blots, of the Rorschach-type, are 
made by dropping ink on the middle 
of a sheet of paper and then folding 
the paper in two. Result: both sides 
of the paper bear the same design. But 
this didn't work out when Bob and 
[ry experimented Finally they were 


able to get the dollar sign in the de 
sign by folding the page off-center. 

\fter the ad had been roughed out 
the boys began showing it to the Spot 
Sales salesmen. “One of them never 
could see the dollar sign,” sighed Bob. 
“He kept maintaining the thing 
looked like two bare feet to him,” 

We asked why they didn’t just 
draw a dollar sign instead of resort 
ing to ink blot tests. We were fav 
ored with a sad look generally re 
served for square people who think 
radio is dead. 

No, CBS wanted to get over sev 
eral points with this ad. The listeners 
of its 14 affliated radio stations are 
people who have definite personalities. 
‘They like continuity in their radio 
lives, insists CBS, unlike the casual 
fiddler who cuts back and forth across 
the dial. CBS says its listeners have 
personality. And what, asks Bob, is 
so personal as a Rorschach? And since 
any ad worthy of its print is also an 
attention-getter, what could possibly 
draw more attention from those who 
know about ink blot tests than an 
ink blot? At the same time, people 
who don’t know about ink blot tests 
would stop and mutter “what goes 
on here?” 

So CBS ran the ad in a series of 
business publications dealing with 
radio, ‘I'V, advertising and market 
ing. And Bob Rafelson’s phone is 
still ringing with people who say: 
“Boy, that’s a doozy.”’ Or: “What in 
hell are you people up to?” Or: 
“What was I supposed to see in that 
crazy ad? Looks like a hernia opera 
tion to me.”’ 

And that ads up, says Bob with a 
satisfied smile, “to impact. | guess 
our ad got read, all right.” 
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BUMPER TO BUMPER TRAFFIC 
Detroit to New York " 


P ' IN SEATTLE 
That 3 the exclusive The Seattle Times 


readership of reaches 7 out of 9 


newspaper-reading 


THE SEATTLE TIMES | "= 


375,680 people not 


(at 2 persons per car in a single lane 
& 


' il reached by any other 
extending between these two cities.) a semen 


Seattle newspaper. 


You wouldn’t want to put the 375,680 exclusive 
readers of The Seattle Times in a traffic 

lineup like this. They’re more important in 
117,400 Seattle homes—where their consumer 


desires can be influenced by the sales 
message you deliver in The Seattle Times. 
Our 1957 Circulation and Duplication 
Study shows how influential this 
coverage really is—how The Seattle Times 


dominates the mass market —the class 


market—in thriving Seattle. 
Ask your O’Mara & Ormsbee man—or 
ask us—for your copy. 


—, ~~ 
N 


90) \ 
mr (= 
sf. 


Ww 


Ox as 


Se ee 


a eerie 


_— She Seattle Times 


LEADERSHIP 


Y ak SEATTLE’S NEWSPAPER 
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At the summit 


In every community, there is always one station at the top. It has achieved 
leadership through excellence in facilities, perfection in programming, and service 


to the community that goes beyond entertainment. 


In Oklahoma City, Montgomery, and Tampa - St. Petersburg, those stations 


are WKY Television System stations—outstanding in their markets, and the 


logical choice for your advertising. 


THE WKY TELEVISION SYSTEM, INC. 


WTVT WKY and WKY-TV WSFA-TV 


Tampa-St. Petersburg Oklahoma City Montgomery 


Represented by the Katz Agency 
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CALVES AT THE ST. REGIS: Elsie’s 
twins appeared in person at the Borden 
Company’s big kick-off Centennial 
party held in New York’s plush St. 
Regis Hotel. The gentieman is Borden 
President Harold W. Comfort. Calves 
bawled during his speech. 


It's Borden’s Hundredth Year, 
And “Sellebration” Is the Word 


More than 34,000 employes are participating in a centen- — ‘amily with a “sense of occasion” that 
is stimulating superior performance. 


nial program now in its ninth month. Stockholders, con- Following a schedule distributed 


~~ d to key people in the firm’s 700 busi 
sumers, whole communities have been drawn into the jess locations early last year, kick-off 


P yarties were held in January. Since 
birthday observance. Sales have never been better. aay ape sed mse Tange 
cluded participation of most of the 
firm's 34,160 employes. 
his is “Scoreboard Month” at though the company says nothing spe Also drawn in to some extent, 
The Borden Co., Ine., ninth month cific of the kind for the record. either as interested spectators or par- 
of the company’s year-long Centen Behind the centennial is a story of ticipants, have been many of Borden's 
nial Celebration long-range advance planning, careful 48,843 stockholders and its much 
ach of the firm's various divi organization, and painstaking follow larger army of customers. ‘here were 
sions IS Measuring its eight-month pet through. Planning began, in fact, almost three million entries in the 
formance record against its year-end more than two years ago. Direction centennial “Name Elsie’s “Twins”’ 
goals and refining strategy and pro and coordination are handled at head contest for the public. Nearly 7,000 
yramming to insure i climactic wind quarters... just how each division entered the companion contest tor em 
up in terms of a hoped-for new sales works out its own participation de ployes, with awards based on knowl 
volume record pends on the situation within its edge of the company’s present status 
The centennial program combines range of activity. and its history. 
ill levels of public relations—stock The event has every aspect of suc Since claims of success for anniver- 
holder, employe, community, con cess. A one-hundredth anniversary is sary promotions are sometimes made 
umer—in one overall unified plan a red-letter date for any business or with less than complete justification 
in which some ambitious promotional ganization, and Borden seems to have let’s take a look at the way Borden 
ind sales objectives are implicit, al imbued the members of its business achieved its goals tor its birthday. 
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People read their favorite magazines for many 
reasons. But there’s one exciting reason why 


men and women read—and reread — Better 
Homes & Gardens. Ideas. Practical ideas that 
help solve problems and make dreams come true 
You see, BH&G’s editors know how to bring 
dreams down to earth, how to make wishes 
work. Better Homes & Gardens is one long 
parade of ideas about how to achieve a 
lovelier home, a prettier garden, tastier 
meals, a richer family life. It’s a great place 
for advertisers to set up shop. Because 
families bent on turning ideas into realities 
are ready to do a lot of spending! Meredith 
of Des Moines ... America’s biggest publisher 
of ideas for today’s living and tomorrow’s plans 


/a ot America reads BHG the family idea magazine 


4,350,000 COPIES MONTHLY 
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Long-Term Benefits. ‘Ihe original 
Borden's 


Poli appro ed by an 


tatement of Centennial 

executive 
Pol Coordination Committee 
headed by Harold W. Comfort, com 
“A com 


pany may with good reason congratu 


pany president, reads in part: 


late itself upon a hundred years’ sur 
ival in a competitive world. Such 


elf-congratulation, however, rarely 
has much long-range significance 
feel that we should not be satisfied 
th a celebration of the usual kind. 
| believe that our Centennial should 
be based upon practical business 
thinking 


long-range plan of definite value to 
future, 7. 


ind be the occasion for a 


the Company and it 
hould celebrate the beginning of a 

Vy century not the close of one 

t past It should be an occasion for 
forward planning, not for dwelling 
on past history This is oppor 
tunity to revitalize the Company.’ 

This long-range attitude is sug 
gested in the use of the phrase, “Se 
ond lOO) Year in the centennial 

mbol, widely used on stationery, 
package uniforms, truck decals and 
anniversary souvenirs and gifts. 

A calendar distributed in mid-1956 
to key personnel suggested possibili 
ties for birthday festivities and for 
tying employe activities and goals as 
vell as publi ity and sales promotion 
to the centennial theme, month by 
nonth 

December 1956, designated as “Cet 
Ready’ month, was a time for local 
planning, for releasing information 
ind publicity to stir up interest in 
the forthcoming celebration. January 


the kick-off month, was the period tor 


big parties. February, “Elsie Month,” 
marked the start of Elsie’s tour with 
the newly-born twin calves, and the 
launching of the ‘ Name-the-T wins’’ 
and the ““Know-Your-Company” con- 
tests. And so on, with something dif 
ferent featured each month. 

‘The “family” aspects of the com 
pany were stressed in August, “Family 
Month,” with picnics for families of 
employes and inter-divisional get-to- 
gethers, as well as emphasis on the 
“family” of products. During this 
autumn period the third of a series 
of three anniversary-year films is 
being introduced. (For information 
on films and offer of loan of “Our 
(jreat Big Birthday,” film preview of 
anniversary program, see box.) 


Wide Participation. The centennial 
policy statement stipulated, “Partici 
pation should be on the widest pos 
sible basis. We should work to en 
courage the active support of every 
body from officer to office boy. Letting 
everyone play a part in our campaign 
is the best guarantee we have of its 
ultimate success.” 

‘Though management visualized the 
centennial observance mainly as a 
“family” affair, it has been alert to 
capitalize on opportunities for exter 
nal promotion and publicity values. 
Shareholders heard about the birth- 
day early and often through dividend 
ere losures, ( Ine reproduced the cen 
tennial symbol and used appropriate 
artwork on the cover. The recipe for 
the special centennial cake, published 
in another issue, won praise and 
thanks from stockholders. At the 
firm’s annual meeting last April, the 


Parthenon Pictures, Hollywood 


the year’s celebration. Shown 


23, N. V 


2. “Elsie & Co.,” 


organizations, TV stations 


distribution 


Three Films for Borden Anniversary 


As part of its Centennial celebration, Borden this year released 
three 16mm sound and color films, all produced by Charles Palmer of 


1. “Our Great Big Birthday,” 22 minutes, detailed outline of plans for 
early in the year to employes and 
stockholders, it described consumer and employe contests, reviewed 
advertising and promotion plans, included comments by top executives. 
(Note: If you are contemplating an anniversary celebration, you 
can borrow this film. A limited number of prints are available to 
those who identify themselves in writing as readers of Sales Man. 
agement. Address Sterling Movies U.S.A., 43 W. 61st St., New York 


42 minutes, overall view of the Borden Co. today, 
with story line of housewife choosing Borden products in store, and 
flashbacks to production scenes in factory. For old and new employes, 
and for the public: civic groups, farm audiences, schools and youth 


3, “Hail the Hearty,” 27'. minutes, dealing with nutrition, contribu- 
tions of Gail Borden and other scientists and nutritionists. For public 


first of the anniversary films, “Our 
Great Big Birthday,” was shown. 

Interest in the anniversary has been 
kept alive through exchanging and 
broadcasting information in the bi 
monthly publication, Centennial Key- 
note. In 1956 it stressed celebration 
plans and progress. In 1957 it has 
published reports of centennial activi- 
ties throughout Borden's far-flung op- 
erations. News items covered : a beard- 
growing stunt . a fleet of 26 gold 
painted trucks displaying the centen- 
nial emblem . a Texan who saw 
a Gail Borden plaque in a display 
and insisted on buying it. (Plaque 
bore the famous saying, “I tried and 
failed, I tried again and again 
and succeeded.) In one issue thére 
was a page of 14 photographs of local 
centennial parties, followed by a mon 
tage of newspaper headlines about 
such events. 

During the first three months of 
1957 there appeared a special All- 
Borden institutional advertising cam- 
paign. ‘Io publicize the “Elsie Name 
the--T'wins” contest, there were color 
spreads in Life, Look and The Sat- 
urday Evening Post. Sunday supple- 
ments carried single-page adaptations. 
Other media were newspapers, radio 
and television. Historic themes were 
used in a series of color spreads in 
the Reader's Digest. Example: Elsie, 
in school-marm garb, asking Beaure- 
gard, ‘““What happened in 1857?” 

Four different committees were 
charged with the responsibility for 
the anniversary program. Two, each 
directed by Stuart Peabody (as- 
sistant vice-president, advertising and 
public relations), are concerned with 
advertising. Another, the All-Borden 
Centennial Coordination Committee, 
is headed by President Comfort. A 
fourth, the ABC Project Committee 
assumed direct responsibility for mak 
ing the centennial wheels go round. 
Its members are: Milton Fairman, 
chairman (director of public rela 
tions); Stuart Peabody; S. E. Kor 
sen (assistant director of public re 
lations); Ed Murphy (public rela 
tions), ‘I. B. Niles (general adver 
tising) and LL. W. Smith (general 
advertising ). 

One interesting feature of the ad- 
vance planning: establishment of two 
“pilot” centennial programs con 
ducted in 1956, one in the Borden 
ice cream plant in Syracuse, and the 
other in the combined milk and ice 
cream operation in Burlington, Vt. 
In these plants there were pre-cen 
tennial kick-off parties, establishment 
of sales and safety goals, development 
of team spirit. Before the end of 
1956, issues of the Centennial Key 
note were able to report on these year 


in-advance campaigns. (jood results 
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Versatile projector shows filmstrips or slides 
—accepts new electric slide changer and quickly adapts for sound shows! 


Compare the following features with any other filmstrip 
projector. Prove to yourself that the Bell & Howell 
Specialist is the most versatile of all 

@ Handles both single and double frame filmstrips ‘in ver- 
tical or horizontal format 

@ Has drop-in loading and automatic, scratch-proof 
take-up of filmstrips 

@ Projects 2x2 slides in three types of changers: manual; 
semi-automatic; or completely automatic. 

@ Metal instruction plate is permanently attached to pro- 
jector. 

@ Available with DuKane Recordmaster for sound film- 
strip or sound-slide presentations. 


Exclusive airflow cose provides wind tunnel cooling! Air is drawn 
through the bottom by a 5” fan, greatly reducing temperatures. 
This advanced design protects film and lamp. 
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®@ Specialist projector with airflow carrying case, $104.95; 
Semi-automatic Selectron slide changer, $12.50; com 
pletely automatic electric slide changer with remote con 
trol push-button, $33.50; Time cycling control for electri 
changer, $19.95. 

Contact your Bell & Howell audio-visual dealer or writ 
Bell & Howell, 7190 McCormick Rd., Chicago 45, I! 


Hf 4 IMAGINATION 


Bell & Howell 


Electric slide changer (optional) provides completely automatic viewing 
Push-button control lets you run show from remote location. Auto 
matic timer lets you pre-set slide-viewing time 


ARGUS and DISPATCH 
COVER 
3 OF THE 4 
QUAD-CITIES 


where 57°/o of 
the people live 


FULL 
ROP COLOR 


available daily 


REPRESENTED BY ALLEN-KLAPP CO, 


were attributed to sales drives, a sug 
gestion box, a safety program, a clam 
bake and “Monte Carlo Night” with 
“Elsie Money” for playing at the 
game tables—all tied to the company 
birthday. 

‘To facilitate local participation in 
the program, key people in the various 
operations each received a Centennial 
Kit in mid-1956, supplemented later 
by bulletins and other material, in- 
cluding a loose-leaf binder. While not 
in the form of hard-and-fast rules, 
the materials covered every conceiv 
able aspect of the anniversary observ 
ance, 

For the kick-off parties there were 
suggestions as to type (cocktail party, 
buffet, sit-down dinner, etc.), invi 
tations, decorations, refreshments, en 
tertainment. ‘Lhe thoroughness of 
coverage 1s indicated by the fact that 
there were four versions of suggested 
wording of invitations, from formal 
to folksy, with reply form enclosure. 
‘There were directions for making the 
Elsie Birthday cake, even suggested 
speeches, including remarks suitable 
for introducing the “Great Big 
Birthday” film. 

Complete instructions for obtaining 
local newspaper, radio and television 
coverage, with suggestions tor re 
leases, were given. Included were 
chronologies and biographical data on 
Gail Borden, as well as members of 
his large, ‘‘solid-citizen’”’ family clan. 
Since Borden was a pioneer, an in 
ventor, a public-spirited man of great 
energy with a finger in many pies, 
there was plenty to say about him. He 
lived in, and left his impress on, many 
communities. ‘lo capitalize on this 
and his relatives’ tendency to make 
their mark in their respective com 
munities, the Project Committee in 
( luded in the kit a breakdown by 
city, town and state, of what Borden 
or his kindred did—and when—in 
each place. Local information was of- 
fered for six communities in Ala- 
bama, 15 in Connecticut, 9 in In- 
diana, 8 in New Jersey, 31 in New 
York. Among the 28 references to 
communities in ‘Texas is a long para- 
graph on Borden's residence in Hous- 
ton, his establishment of the first 
newspaper in ‘Texas, his responsibility 
for Houston's being laid out on a 
northeast-southwest axis (to catch the 
Gulf breeze), the activities of his 
family and descendants in the area. 

Souvenirs and gifts were thought 
fully considered in the overall anni- 
versary planning. ‘he Centennial Kit 
distributed by the Project Commit 
tee included 18 loose-leaf pages of de 
scriptions and illustrations of memen 
tos, ranging from inexpensive bal 
loons, charms, paper hats and other 
items suitable for favors and give 


aways, to jewelry, leather “executive 
gifts,”’ pen and pencil sets—all bear 
ing the Elsie centennial symbol. Othe: 
articles were more specifically tied to 
the memory of Gail Borden, some in- 
corporating a bronze medallion with 
his head as the portrait design. One 
popular item was an adaptation of 
the medallion as a plaque—the gold 
silhouette and copy on photoplated 
glass, mounted on walnut. With the 
design is the famous “I tried and 
failed’ quotation. 

There was wisdom in Borden's 
policy of organizing, directing and 
coordinating the anniversary cam 
paign from headquarters, while per 
mitting complete autonomy in the 
kind and degree of participation. The 
firm's 800 branches, sales offices, 
plants, research centers (operations, 
as they are called) vary widely. It 
was to be expected that no two would 
have exactly the same goals nor adopt 
the identical phases of the overall 
program. Yet, there was surprising 
uniformity in some respects, as can 
be seen in photographs of birthday 
parties, each with its centennial cake 
cutting and its Elsie wall banner. 

Each operation paid its own ex 
penses for decorations, entertainment, 
gifts, promotion and so on. This was 
a necessity from management’s point 
of view, as the total costs—if assumed 
by headquarters—would have been 
staggering. Under the system used, 
each office could spend as much or 
as little as inclination and local busi- 
ness circumstances dictated. 

Since Borden’s centennial year still 
has three months to go, it is too soon 
to appraise the overall results of the 
campaign. But it is already evident 
that, as President Comfort told the 
1,000 members of the Borden ‘‘fam- 
ily” at the New York kick-off party 
last January, the anniversary has 
meant “something to the future of 
the company a springboard to 
new progress.” 

“Every Borden division has its 
Centennial goal,” said President 
Comfort. “Each goal reflects expecta 
tions of normal progress, plus hopes 
for added improvements resulting 
from the Centennial effort. We have 
closed the century with the best re 
sults in our history. . .. We fully be 
lieve that we will better these records 
in the first year of our second cen 
tury.” 

At the three-quarter mark Presi 
dent Comfort reafirms a statement 
made earlier: 

“Although we recognize that we 
cannot measure employe cooperation 
and employe job satisfaction in sta 
tistical terms, this program neverthe 
less appears to us as a great experi- 
ment in human relations.”” The End 


SALES MANAGEMENT 


How to keep from getting bored 
with your own advertising 


Everyone is usually enthusiastic about a new 


campaign. 


The sales idea seems sound, the approach good, the 
format powerful, the copy alive. “Best campaign 


, ” 
we ve ever had, everyone Says. 


Then succeeding ads in the campaign begin coming 
through. First in layout. Then art. Then brown prints. 
Then proofs. Then pre-prints. And finally in the publi- 
cation. Did you ever stop to think how many times 


you see each and every ad? 


At first the only evidence of boredom is a lack of 
expressed enthusiasm. But then there are murmurs, 
faint but growing louder. ‘‘Wonder if we don’t need 
a fresh approach?” ‘““‘How about a change of pace?’ It 
builds up into a kind of pressure that too often bursts 


forth in the form of a decision: 
“‘Let’s do something different.” 


So the campaign is dropped. It is dropped in spite 
of a fact so well-documented and so often repeated 
that it has become a cliche: By the lime an advertiser 
is thoroughly fed up with his campaign the buying public 


is just becoming really conscious of it. 


And along with the campaign are dropped all the 
cumulative values it may have built up: readership, 
impact, recognition. The new campaign must start 


from scratch. 

This is obviously wasteful, but it happens all the 
time. How do you prevent it? 

We know of one very practical method. It is based 
on common sense, it is simple, and it works. 

First, in advance of a campaign, provide for evalual- 
ing the results. Your y ardstick will, of course, vary with 
your campaign and its objectives—inquiries, reader- 
ship, direct sales, etc. 

Second, watch results carefully from ad to ad. Is the 
trend up or down? 

Third, (and this is extremely important) keep every- 


One concerned in your company ‘nformed about results. 
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If results are good, there will be very little agitation 
for ‘something new and different.” Jt és very difficull 
lo gel bored with success. 


If results are bad, the « ampaign ought to be dropped 
Either way, you're making your advertising dollars 
work harder. You’re investing them not on the basi: 
of internal company opinion, but on the demonstrated 


reactions of potential customers. 


And it’s only their votes that can be tabulated on 


the cash register 


areleller Kickard, 
CS char tweed, Inc 


ADVE S N G 


NEW YORK * CHICAGO * PITTSBURGH 
AFFILIATES 
PUBLIC RELATIONS * BURSON -MARSTELLER ASSOCIATES, Ine 


MARKETING COUNSEL * MARSTELLER RESEARCH, Ine 


EXCLUSIVE | 
PROMOTIONAL 
AID MOVES 
DISPLAYS! 


UNDERWEAR 
MEGR 


: 


| 
oat « 
* 


3 FOR 
APPLIANCE 


MEGR | 


.— 


and other 
national manufacturers 


Our job is not done when 
the display is finished. We 
actually help you build en- 
thusiasm among your sales- 


men, distributors and 


dealers with powerful, at- 
tractive literature ... to 
obtain maximum sell power 
from the displays for you! 
Write for details and sam- 
ples on this exclusive DIS- 
PLAY SALES service. 


“ 
display 
sales 


1637 Gest Street * Cincinnati 4, Ohio 
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Keep Your Eye on Your Tongue 


* How Baruch muffed his big sale 
* Do you still say ''stem-winder'’? 
¢ Why "O.K." is now O.K. 


When you are face to face with a tough prospect and you hope 
to make the biggest sale of your career, you can blow up your proposal 
with a single ill-chosen word. 

Fighty-seven-year-old Bernard M.- Baruch, advisor to presidents 
from Wilson to Eisenhower, and who had made more than $3 
million in stock market speculation by the time he was 32, recalls 
in his just published biography’® : 

“Tl reported ...to Mr. [ J. P.| Morgan, explaining that we could 
buy the whole property outright, including royalties, for $560,000 
I added that I was willing to ‘gamble’ half this sum. 

“‘“(amble’ was a poor choice of language. | should have said 
‘invest.’ 

‘l never gamble,’ replied Mr. Morgan with a gesture that the 
interview was over, and the venture closed as far as he was concerned. 

“We had been together only a few minutes before I was dismissed 
in this cavalier fashion. He did not even give me the opportunity 
to present the conclusions | had reached... .”’ 

Baruch recounts that the stock proposition he tried to offer Morgan 
eventually resulted in the return of the original investment of 
$3,600,000, that the stock at one time had a worth of $45 million 
and had paid $25 million in dividends. 

Such an experience should teach any man not to be ambiguous. 
“The English language,” points out Bergen Evans, who authenti- 
cates the questions for the “$64,000 Question,” in his just published 
“A Dictionary of Contemporary American Usaget,” . . . “offers 
endless danger of ambiguity 

“For humor,” says Dr. Evans, “ambiguity is a favorite resource 
of the wisecracker. When asked whether she had anything on when 
the picture was taken, Miss [ Marilyn] Monroe replied, ‘the radio.’ ”’ 

Part of Miss Monroe's boxoffice appeal is her skill in being 
disarmingly vague. It usually is wise, however, for an earthy and 
gutsy sales executive to choose words that mean the same to both 
the seller and the buyer. 

Other comments on words that sales people live by: 

Stem-winder. ‘The use of stem-winder is a slang term of approba- 
tion, applied to one who has energy, ability and initiative, is some- 
thing of an affectation. ... It may once have been a genuine expression, 
but like cooking with gas, it now sounds artificial and forced, an 
affection of rustic simplicity.” 

Drug on the market. “However it originated, it is now a cliché, 
an expression that we repeat without knowing exactly what it 
means... There is no evidence, from the moment of its first appear- 
ance in 1661, that anyone has ever known exactly what it means.” 

QO. K. “There is something about the phrase as a term of assent 
or agreement that gives it universal appeal. It is probably today 
the most widely used single term in human speech.” 

So it is O. K. for you to say “O. K.” 


*Baruch: My Own Story. Holt, $5 
td Dictionary of Contemporary American Usage. Random House, $5.95 
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In the spring of 1956, Puritan Sportswear 


had one of the fastest growing lines of 


men’s sweaters. and leisure 
But there 


the rich New York market. 


sports wear, 


were weak spots, especially in 


After discussions with its 
Hicks & Greist, Puritan turned to 
New York limes 


advertising 
agency, 
advertising in The 


Magazine 


Why? Because of The New 
Magazine's strong consumer coverage in 
the New York market where most maga 
zines are weak. And because The New York 
Times Mag 


as a buying 


York 


| Hnes 


azine is read, studied and used 


guide by leading retailers 


° in New Y ork and all aCTOss 


the country 


A color spread was scheduled in the Sep 
} | 


tember issue of “Report on Men's Wear.” 
supplement to The Times Magazine. Stores 
were notified the ad was going to run 


new large-volume 


accounts in New York City. 


“That alone opened 12 
says Myron 
Silverman, merchandising and sales pro 


We had the same success 


motion manager 


1957 


SIRT TTCTT SH HS 


“We wanted to open SS 
Son _? new outlets x 
the cory ee 


over” 


* 


Ss 


« 
wy 
st 


with stores all over 
eta ‘Maybe 


from buyers, we got 


helore the ad ran 
the country. Where we used to g 
some other time 


orders os 


But this was nothing to what happened 


after the ad appeared 


“We received over 1.000 phone call LOO 
| 


00 letters, hundreds with cheeks. One 


New York chain doubled its opening order 
two days after the ad pry ared, In) New 
York alone we increased our volume by 
00) at the same time signing store ill 
over the country 

Big results like this come as no urprise to 


anyone familiar with The New York Time 
\gain and again, The New York ‘Times ha 
ability to sell big Phat 


proved its swhy. for 


sO consecutive years, advertiser have 
made The New York ‘Time the leading 
advertising medium in the world’s biggest 


most profitable market New York 


Che New York Cimes 


C Medoewe 


Your packaging 
showmanship 


begins at Dow 


ot 


, 


f 


it pays to package in §TY RON 


Every product has to stand out to sell out in today’s self-service 
market. That's why sleek plastic containers made of Styron® are 
opening shopper's purses for a constantly widening range of fine 
pr vducts from jewelry to gelatin salad 

Opaque, cr tal clear or in gem-like colors, Stvron can create iles 
for vou, to This sturdy, lightweight plastic pays dividends in 


packing h nal ng ind shipping advantade s 


Bring your packaging problems to Dow Packaging Service where 


vast experience can he Ip you to real showmanship 


SANDED « $1085 T- 
- — - _ . ~ 


it pays to package in SARAN WRAP 


If its worth protecting, it’s 
Add the complete tran 
Wrap ind | hy 


vorth Saran Wrap* added protection 
parene ind unwilting beauty of Saran 
ver to flexible pach iging that sell 


Che greatest m re barrier of all tran parent filrms Saran Wrap 
won t becon brit \ 1 ue 


wont cloud up. retains its beaut 


i 
ction in spite of customer handling 


The wece of the Saran Wrap household roll i 
the Saran Wrap name t oul packages Start 


our cue to add 
our pia } aging off 
right with a line to THE DOW CHEMICAL COMPANY, Midland, Mich 
Packaging Service PS1515G-2 


Tr 


Borden s 


w'8Comsim 


Old Fa h 
CHL OOAe enn 


YOU CAN DEPEND ON 


DETROIT MEANS BUSINESS... 


— If You 
» Use The 


WMT. Sane 
fine Hf 4 


———E— 


Follow the food baskets in Detroit’s food stores and 
you'll see that NEWS-advertised items are the 
drawing cards for Detroit’s food shoppers. Because 
food advertisers know that today’s News brings 
tomorrow’s business, they placed 1,440,319 lines in 
The Detroit News the first seven months of this 
year. That’s over 400,000 more lines than the 
other evening paper—and more than twice as much 
as the morning paper. 
THIS 1S DETROIT! 
This 6-county trading area is Other advertisers get the same results from The News, 
the source of 98% of Detroit's because The News leads in practically every other 
total retail business. Here, The advertising classification—and carries 51%, of the 
News—with the largest total , 
sieeulatlen af mau Mitabieon TOTAL linage placed in all three Detroit news- 
newspaper concentrates 96% papers! 


The Detroit News 


91°, of its y Aira civentatlon. 
FIRST IN CIRCULATION — 469,389 WEEKDAYS— 585,667 SUNDAYS 


Eastern Office ..260 Madison Ave., New York Chicago Office . . 435 N. Michigan Ave., Tribune Tower 
Pacific Office ...785 Market St., San Francisco Miami Beach ... The Leonard Co., 311 Lincoln Road 
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WORTH WRITING FOR... 


“The Beckoning Land" 


The name of the financial, indus 
trial, retail, wholesale and manufac 
turing capital of Western Virginia 
literally means The name 
Roanoke is from “Rawre 
the for shell 


money. 
derived 
noch,” Indian name 
money. 

Under the title “The Beckoning 
Land” the publishers of The Roanok« 
Times and The Roanoke World 
News have released a 20-minute film 
strip and tape market 
produced for them’ by Sawyer, Fer 
Walker Co., national 


sentatives of the newspapers. 


presentation, 


guson, repre 

An interesting eight-page color bro 
hure, highlighting current market 
data the film presenta 
tion, is available in 814” x 11” form 
M. ‘Tice, promotion 
manager of the newspapers. The bro 
makes understandable Roa 
noke’s phenomenal rise of 150% in 
population during a period when Vit 
ginia expanded by 61% 
tion by 63% 


contained in 
from ‘Thornton 


hure 


and the na 


Metropolitan Newspaper 
Markets 


A good argument 
the theory that the 
of a Metropolitan Area can be drawn 
from an analysis of the effective coy 
erage by the newspapers in the central 
“effective” 20% 


can be made for 
true boundaries 


city, using as or more 


family Under the title 
‘“Nletropolitan Newspaper Markets” 
Alan §S. Donnahoe, vice-president 
Richmond, Va., Times-Dispatch and 
Richmond News Leader, has issued a 
74-page spiral-bound book which ana 
lyzes 172 Standard Metropolitan 
Areas, showing circulations, 
households and line rates of the news 
in these Donnahoe’s 
argument on the inadequacy of the 
Standard Metropolitan Area as a 
measure of the corresponding news 
paper market 
following table which gives the me 
dian size of each: 


coverage, 


reader 


papers in cities. 


area is shown in the 


Metro 
Daily 
zone of 
Median Influence 
No. of counties ) 9.1 
Land Area 930 
Households 131,450 
Retail 415,601 


Standard 
Metro 
politan 


(sq mi.) 


sales ($000). 260,400 


Financial Communications 


Check list encompassing commun 
with shareholders, 
analysts and the financial press. 


cations security 
Pre 
pared by Weston Smith, originator of 
the international annual 
vey and the first check list for a well 
balanced annual report, it outlines 26 
things to do when planning a finan 
It will 
enable corporate managements to de 
termine quickly how extensive thei 
programs are in the field of financial 


report sur 


cial public relations program 


public relations. For you: 
“Twenty-Six Things to Do for a 
Well-Balanced and Complete Finan 
cial Public Relations Program,”’ write 
to Raymond Trigger, Business and 
Advertising Manager, The Invest 
ment Dealers’ Digest, 150 Broadway 


New York 38, N. ¥Y 


copy ol 


Market Behavior 


Reprint of the widely 
papers delivered at the University ot 
Illinois marketing symposium on mo 
tivating as an approach to the study 
of market behaviors. Copies of ‘Con 
Mit 


discusst 


sumer Behavior and Motivation 
be obtained ($1 a copy) from Burea 
of Economic and 
University of Illinois, Urbana, II] 


Business Research 


Market Research 
Detailed check list for 

facilities, staff, experience, reputation 

and performance of marketing re 


appraising 


search organizations which will be 
helpful to marketing executives who 
are contemplating to contract such 


outside service. It includes reputa 
tion for integrity; indications of abil 
ity; experience of organization; evi 
dence of professional progressiveness 
adaptibility for project 


adequacy and convenience of 


considered 
facili 
ties; financial responsibility; busines 
methods, Copies of “A Check List 
(juide for Selecting a Marketing Re 
search Organization” may be obtained 
from Carl Henrikson, Crossley, S-D 
Surveys, 642 Fifth Ave., New York 
5 i 
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Manufacturing Inventories | 
ra 


per Month Seasonally Adjusted 
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Manufacturing Sales Adjusted 
for Price Change 


of Dollors 
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we, 
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Billion 


Industrial shipments in August fell off only very slightly The 


expected to boost steel activity in the Fall, especially hot 


model production in September new models are 


as auto 


on 1957 


manufacturers maintained high output schedules 


models despite preparations for switching to new and coid rolled sheets, much used in auto manufacture 
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Problem: Industrial Firm Seeks to Market 
Its First Consumer Product 


Powers’ ''Hydroguard” finessed its way into the home 


building field by... 


|. Qualifying some of its industrial salesmen to seek 
out and sell the new kinds of prospects. 


2. Redesigning the product for more consumer appeal. 


3. Advertising to reach both the trade and consumers. 


4. Developing an effective ‘'sampling” plan by getting 
the product into model homes. 


Skokie, [1] 
industrial, is 
first attempt to 
into the consumer market. 
Hydro 


control 


Powers Regulator Co. 
until LOO% 
over the hill in its 
break 

lhe 


guard, a 


recently 


produc t involved is 


thermostatic wate 
(mixing hot and cold) for 
ind bathtubs. It has 
1) vears 

The recognized the op 
portunity to sell Hydroguard to the 
market, but it had 


no established 


showers 
been made tor 
company 
COMSUTET no ex 
perience to draw on, 


relationships with distribution chan 


DEMONSTRATIONS MAKE SALES: 


Herbert 


and all of its salesmen 
mechanical engineers who talked the 
language of industrial buyers. 

‘The problem of working out a plan 
for reaching builders, contractors and 
home owners was thrown into the lap 
of Earl R. 
promotion manager. The Strategy he 
applied chalked up a 40% 
in sales in less than six months, and 


nels, were 


Bowman, Powers sales 


increase 


volume continues to grow. 

First, Bowman 
had 70 branch offices and 
men, all 


reasoned, Powers 
125 sales 


salaried and 90% of them 


TeeaMOstaric Conran 
FO Suowin t typ 


Houston of R. Houston, Jr. & 


Sons, Chicago contractors, explains the Hydroguard shower temperature control 
to a family shopping for a home in a Palatine, III., housing development. Builders 
can have a free Hydroguard for each model home if they agree to merchandise it. 
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THIS IS IT. The “Hydroguard” is not a 
new product, but it is new to consumer 
sales. Product mixes hot and cold water 
for thermostatic control of shower or bath. 


holding degrees in mechanical engi- 
neering (necessary to talk industrial 
controls). “They'd been successfully 
selling the Hydroguard for years, then 
called the ‘““Type H Mixer,” to the 
industrial market, hospital field, to 
(;-E for x-ray developing, color photo 
processing laboratories, and anywhere 
a thermostatic device is used to blend 
hot and cold water to a desired tem- 
perature, 

“So we had a good distribution set- 
up,’ Bowman recalls, “when we got 
the idea we wanted to open up a new 
market. ‘he new home market looked 
good—a beautiful potential. But how 
were we to get to the public and 
make them aware of the Hydroguard ? 
Our normal channels of marketing 
were plumber contractors, but we 
couldn’t expect them to push any one 
brand of product over others. Realiz- 
ing we had to create a public desire 
for Hydroguards, we believed a three- 
pronged attack was best.” 

‘The only snag was that the Hydro- 
guard, or Type H Mixer, was an 
orthodox looking thing. Powers called 
on a designing firm to give the con 
trol more style appeal, and Painter, 
‘Teague and Petertill came up with 
something exceptional to replace un- 
decorative faucet controls. 

Powers introduced the face-lifted 
Hydroguard in full-page advertise- 
ments in House & Garden, House 
Beautiful, Living for Young Home- 
make rs, and Time. 
believed the best ap- 
proach to get them installed was to 
go directly to builders themselves, con- 
tractors who build medium or qual- 
ity-type homes. This segment is boom- 
ing more than ever while cheaper 
housing developments are slowing 
down,” 


“Then we 
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To sell more where more is sold 


oo it’s FIRST 3 FIRST! 


a 


Small Sales Target Here | 


OD 0a iM 


A lonely rain-swept country road rarely produces cus fort. In these three huge markets, where the family cover 
tomers necessary to achieve satisfactory sales levels. age of General Magazines, Syndicated Sunday Supple 
Gaining and maintaining your most profitable sales vol- ments, Radio and TV thins out, there is no substitute for 
ume generally depends on successfully cultivating millions FIRST 3 MARKETS’ solid 62% COVERAGE of all 
of heavy spending consumers, concentrated in the most families. 
compact market areas—consumers that are pre-sold by In addition FIRST 3’s “Sunday Punch” circulation of 
adequate advertising in the most powerful local media more than 6,000,000 reaches over half the families in 1,319 
The three top markets of New York, Chicago and Industrial NORTH and woe cities and towns, which 
Philadelphia—where nearly 1/5 of all U. S. retail sales produce over 30° of total U. Retail Sales. 
are made—should serve as the main advertising target To make your advertising seli more where more is sold 
upon which to concentrate your heaviest advertising ef- ‘ 


. it’s FIRST 3 FIRST! 


group with the Sunday Punch 


New York Sunday News Coloroto Magazine 


Chicago Sunday Tribune Magazin 


Philadelphia Sunday Inquirer “Today” 


Magazine 


iotogravure 


New York 17, N.Y. News Building, 220 E. 42nd St., MUrray Hill 


L894° Chicago 11, 1Ul., Tribune 
San Franciaco 4, Calsf., 


Tower, SU perior 7-0048 
155 Montgomery St., GArfield 1-7946* Low Angeles 5, Calif., 3460 Wilshire Blod., DUnkirl 


oO 
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Mommy says 


Tm Gafe.. 


this is a Hydroguard-ed shower 


oe tod here 


npped with Hydroguard 


| the Lemperat ute 

tune during the 

ected temperat r 

Lean perature changes in water 
user | flusharng toflet 


fomatu distiwasher 


blew atm 8 
n added precaw 
that it 


“nid —even if a 


nodeling plan 


lumbing contractor 


featured i in Lect: Living Homes 


rPow= rs 


1f3) 


Advertisements in 


IN SEARCH OF 


makers,’ 


PROSPECTS 
“House & Garden,” 


comfort 


\lore 


llow Wa 


problen itic 1oOd tor thought 
Powers ‘ about inte 
engineer salesmen into thi 
new field of selling? Each branch 


manager was instructed to select 


‘rating it 


ilesn in who would he esp 
suitable for the job of con 
iW home builders l hese selected 
men were then told to go to 
builder of rality 
i Hydrog 

model home 

We believed it wou hard to 


thr ile men to do th 


homes and of 


charge tor 


expla a 
they were running the 

atter big b ISINESS such 
! other titutions. We 
ilesn t call on this 
prospect ind talk hin 
tho if harge the H 


water control 


“House Beautiful” 


Write for your copy of 
Safer Ghowers 


WE POWERS FIGULATOR COmpaneT 
ete 2 Wines 


“Living for Young Home. 


and “Time” stressed safety and 


suggested prospective home owners get in touch with their architects. 


It was a shock to them, Bowman 
recalls, facing this new type customer. 
Bowman had 


made up a leather-bound, quality-type 


l’o assist the salesmen, 
book to answer all objections posed 
by contractors. It was designed to ex 
cite interest on the part of the sales 
men, apart from other communica 
tions emanating from the home office. 

‘This book answers the builder’s 
“Why are you offering this 


What do 


have to do for you?” ‘The salesman 


question: 


free for the model home ? 


replies: “All you have to do is mer 
chandise the Hydroguard to visitors 

the model home. Explain to them 
that with this thermostatic control 
they will never be scalded by hot Wa 
ter when in the shower, and they'll 
never freeze suddenly when someone 


downstairs turns on the hot water. 


We furnish Dayglo arrows to point 
to it on the shower wall, and mobiles 
to hang from the shower, 
prints of the home service magazine 


showing re 


idvertisements which the visitor has 
probably seen.” 

In April 
vertised in 
Building Products, 
American Builder 
cial free offer to contractors who sell 
from a model home. They also sent 
the offer to list of 3,300 builders 
with complete material on the Hydro 
guard plus a reply postal card. ‘hese 
cards furnish leads for the branch 
offices. 

Who pays for these free Hydro 
guards? Bowman explains: ‘“They’re 
all charged to the Advertising De- 
The branch office delivers 
from stock, but the items are not 
charged to them. We're going to dup 
licate this offer by mail, and make 
available to builders an envelope 
stuffer, a booklet on the Hydroguard 
which can also be used in a small 


Powers ad 


this year, 
builders’ publications 


House Home 


making this spe 


partment. 


folding stand in his office or in the 
model home ¥ 


In Model Homes 


cett uo 
getting 


Hydroguard (at no cost to the 


Powers was successful a 
builder) in every one of Living for 
Young Ilomemakers’ “Electri-living”’ 
homes, and in the Model Home Show 
in Tampa, Fla. 

“We impress the builder with the 
Hydro 
guard. ‘Ihe builder's representative 
asks the mother to adjust the 


need for demonstrating the 


showe1 
then hold 
her hand under the stream while her 
Junior 


to the desired temperature, 


scoots around the bathroom 
flushing the toilet and turning on all 
cold water faucets. She can see that 
H ydro- 


guards are factory set and tested with 
a safety limit maximum of 110 de 


the temperature never varies 


grees, thus the bather is never scalded. 
Incidentally, the Safety Council says 
4? 000 accidents in 
bathtubs last year, 


that there were 
many caused by 
slipping as a result of jumping when 
too hot or too cold streams hit the 
body.” 

How do people buy a home? Bow 


seldom ask 


about the space between the joists, o1 


man wonders: “They 
how thick the insulation is. “Today’s 
home buyer looks for ‘gimmicks’ (a 
term I dislike). Maybe our Hydro 
guard fits into the gimmick category 
yet it performs a valuable service. Its 
modern appearance often causes com 
ment by the model home viewer. 

There’s also a little of the snob 
appeal, Bowman feels. 


A housewife 


newly ensconced in her new home 
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TO GET TO THE FAMILY 


IN THE TOP BRACKET... 


GET IN THE TRIB* 


* The TRIB reaches a higher concentration of high-income 

families than any other New York newspaper... 

the high-income families who buy twice as much of most 

advertised merchandise per family as the low-income group 
Get the top of the New York market ... get more sales result 

per dollar of advertising... get in the TRIB! 


NEW YORK 


Herald Tribune 
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Oh, ye 
1 the block 


thermostatic 


ours is the only 


(Hydro 


shower control 


with a 
established in its 
offering tree 
builder 
all 


contractor 


Powers is well 
oyran 
i del 
the salesmen by 
the ofter and to the 
irchitect working with him. 
Ih ofte: enthusiastically 


taken up in the ‘J ainpa project 


Hydroguards 
‘They tell 


| 
INCAS Make 


home 
to the 


Was 


1 
woere 


} 
6 homes are 


going up as models 


a Hydroguard in each bath 
Visitors will see all of them,” 


points out ‘and 


cant 


you 


type of promotion, 


For complete inte 
Charles I 
The Gre 


addres 


ector of Sales 


mation 
Norvell, Dh 
White 
Wo est Virginia, or inquire 
New York, 17 

Boston, 


enbrier Sulphur Springs 
of reservation 
offices at Rast 45th Street 
wt 2.4300 } Tremont Street 
4 3-449 Wost Wash 
ington Street, RA 6-0625; 
b.¢ 


Chicago, 7 
Washington 
, Investment Bidg., RE 7-204: 


WHITE SULPHUR SPR 


110 


Further 
complished by Powers public relations 
‘Ted Cox & Associates, Chi 

pla ement ot 
Mechanics, and 
United 
plug on television's 
All publ city 
theme, “A 


promotion has been a 


( ounsel 
arti les in 
with Asso 


plus a 


cago, by 
Popular 
ciated Press, 
“Home” show. 
was planned around the 
new gadget 
shower. Hundreds of 
published the 
mand for Hydroguards in their areas. 

And happily for Powers, the Na 
tional Home Builders 
recently circularized all members, re 
free offer. ‘The As 


Press, 


tor a sate 


newspapers 


story, creating a de 


Association of 


. ; 
porting Powers 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
Ihe Greenbrier offers an outstanding loca- 
tion for your next convention. The Green 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
groups to 1000 includes such 


up and 


features as ... a brand new auditorium 
with a 42 foot stage ... the latest P. A 
systems and projection equipment. . . a 
theater with CinemaScope screen. . . and 
superb arrangements for banquets. Don't 
overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
world-renowned as America’s Informal 


Business Capitol. 


A ren 


Si £2 ah 
ZCECHOCCHE? 


Cc 


INGS + WEST VIRGINIA 


sociation often endorses certain prod 
ucts. 

Next point: “When do we start 
making a buck on Hydroguards? Can 
we keep giving them away forever?’ 
Jowman says these are frequently 
asked around the woods. 
“While we don’t want to sell direct 
to the his local 
plumber, we do want to tell people 
that Hydroguards are available any 
where in the country, to tell them 
‘Contact your plumber, and have him 
contact his wholesaler.’ ” 

Powers furnished their Kansas City, 
Mo., representative with a lead sev- 
eral weeks ago. He contacted the 
builder and gave him 20 Hydro 
Soon an order came in for 
sold. 

How does giving them away com 
pare with the cost of a full-page ad- 
vertisement in a home service maga- 

? Bowman explains: “Each Hy 
droguard costs us approximately $90. 
We put just one in a model home in 
Houston. About 120,000 people visit 
ed the and the Hydro 
guard. Cost: Less than one cent pet 


quest ions 


consumer or to 


guards, 


20 more of them 


? 


vine. 


home saw 
100 persons. Where can you get ‘ex 
posure’ like that? Thus the model 
home builder is one of the answers, 
for 300 Hydroguards in model homes 
equals the cost of a full-page adver 
tisement in a home service maga 
zine.” 


But 


really 


does the giveaway 
work? “Of course, we can’t 
go back and pinpoint orders directly,” 


program 


Bowman points out, “but we can go 
back and look at wholesalers’ orders 
which are up 40% over last year.” 
While the builder gets a Hydro 
guard free for each shower or tub in 
his model home, Powers does not dis 
tribute them indiscriminately. To get 


have model 
property on which 
As Bow 
man puts it, “We don’t give them to 
an operator who has a card table for 
a desk and a row of pens. 

“Will we 


away? 


the builder must 
homes 01 


them, 
control 
model homes are to be built. 


continue to give them 
If you had a winner, would 
you ditch it?” The End 


COMING SOON 


Tranquilizers Invade 


Farm Market 


Sales Management 


SALES MANAGEMENT 


The daily Free Press is 
Detroit’s fastest-growing paper— 
and now enjoys the highest circulation 


in its 126-year history! 


And during recent months 


Detroit’s only morning paper 
has made greater advertising gains 


(retail, general, total) 


than the two evening papers. 


Fastest Growin g 


For modern marketing 

in America’s Motor Empire 
the advertiser’s BASIC BUY 
is the friendly Free Press! 


Detroit Free Press 


Representatives: 
National—Story, Brooks & Finley 
Retail—Kent Hanson, New York 


461,167 dary, up 15,432 froma year ago/ 507,128 SUNDAY, up 7,007 
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Want a Powerful Stimulant for 


Here’s how you can get it 


If you want to give your whole 
sales program a lift at every level of 
you should know more 
about slide-charts. And that means 


selling 


you need the free PERRYGRAF IDEA 
STARTER KIT. This advertisement 
will tell you what a slide-chart can 
do for your sales program—and how 
to get the Idea Starter Kit 


What is a Slide-Chart? 


A slide-chart is a simple device 
that puts product facts at the finger- 
tips of salesmen, prospects and 
users. In one move of a slide or turn 
of a disc, your slide-chart can select 
equipment, solve mathematical or 
engineering problems, tell a sales 
story graphically 


And what a lift this simple, 
inexpensive device can give your 
whole selling program, as a daily 
used tool or as the central theme 
device of your sales-and-advertising 
campaign. Properly designed and 
promoted, your Perrygraf Slide 
Chart can do all this 


Build a cream prospect list for 

salesmen and direct-mail follow-up, 
by offering a slide-chart (in mailings 
and publication ads) as bait for 
informative inquiries. By relating 
your slide-chart to your product, 
you get top appeal to prospects 
with no “curiosity’”’ response. One 
manufacturer of power plant instru- 
ments built a 10,000-name “blue 
chip” list in four weeks—by offer- 
ing a Perrygraf Slide-Chart. 
Give your salesmen a useful ‘door 
opener” and “‘conversation piece” — 
in response to inquiries, or on cold 
calls. 


Inject your product—and necessary 
data—at the buying moment. You'll 
get direct orders and requests for 
salesmen’s calls from prospects who 
have and use your slide-chart. 


Suggest related equipment along 
with the primary purchase. This in- 
creases the order—at no additional 
sales cost. 


Present your sales story graphically 


and understandably—what your 
product does, how it works. One 
equipment manufacturer substi- 
tuted a two-ounce device for a 500- 
lb. working model—and made every 
salesman an active demonstrator. 


Make expert salesmen out of 
order-takers— your own sales force, 
jobbers’ salesmen, retail sales peo- 
ple. Salesmen give prompt, accurate 
answers to questions...inspire con- 
fidence...often close sales before 
competition can respond to inquiry. 


Keep your product sold, by 
showing customers how to use prod- 
uct correctly and get maximum 
value and satisfaction from their 
purchases. 

These are the purposes for which 
the outstanding companies listed 
below are using Perrygraf Slide- 
Charts. They can do the same for 
you—easily and economically. 


What about Costs? 
Your Perrygraf Slide-Chart will 


A Few of the Many Hundreds of Perrygraf Repeat-Order Customers 


General Motors 
Chevrolet 
Oldsmobile 
Frigidaire 
Delco 
Hyatt 

Ford Motor Co. 
Mercury 
Lincoln 

Chrysler Corporation 
Chrysler 
DeSoto 
Plymouth 
Airtemp 

Armstrong Cork 

Goodrich 

Goodyear 

Firestone 

Prudential 

Hartford Accident 

Aetna Insurance 

Employers Mutual 

Sundstrand 

DeKalb Agricultural 


Penn Mutual 
Nordberg 
HoloKrome 


Allied Che 


National Cylinder Gas 


United States Steel 
Bethlehem Steel 
Republic Steel 
Jones & Laughlin 
Procter & Gamble 
Union Carbide 
Masonite 

Caterpillar 
Anaconda 

Hotpoint 

Swift 

Armour 

Timken 

Crane 

Roebling 
Libbey-Owens-Ford 
Owens Corning Glass 
Motorola 

Business Week 
Cincinnati Milling 
Warner Swazey 
Lamson & Sessions 
IRC 

lowa Farm 

Chain Belt 

Jefferson Electric 
Cherry Burrell 
Hoffman Farm Seeds 
Coleman Lamp & Stove 


AT&T 

Standard Oil 
General Electric 
Westinghouse 
Zenith 

IBM 

Royal Typewriter 
Sperry 
Allis-Chalmers 
Alcoa 
Munsingwear 
Wyeth Drug 
Pfizer 

Merck 

Mead Johnson 
Mallinckrodt 
Smith, Kline & French 
U. S. Gypsum 
Ralston Purina 
Hallicrafters 
Ohmite 

Philco 

Sylvania 

Air Reduction 
Falk Corporation 
Crown Zellerbach 
Creamery Package 
Sawyer Biscuit 
Commercial Solvents 


International Harvester 
John Deere 

Sears Roebuck 

U. S. Rubber 
Borg-Warner 

Western Union 
Douglas Aircraft 
United Airlines 
American Airlines 
TWA 

Pan American 

North American 
Minneapolis Honeywell 
Square D 

Allied Radio 

Camel Cigarettes 
Bendix 

Seiberling 

Mansfield Tire 

Atlas Supply 

Shure Bros 

Southern States Cooperative 
Jeffrey Mfg 
Hammermill Paper 
Rockford Paint 
Starrett 

Peoples Gas 

York Corp 

Le Tourneau 
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Your Whole Sales Program? 


.»- at amazing low cost! 


surprise you with its low cost. Many 
manufacturers have discovered that 
slide-charts replace cumbersome, 
expensive handbooks at far lower 
cost. For example, a 400-page man- 
ual (calling for a lot of pencil calcu- 
lations every time it was used) was 
replaced by one Perrygraf Slide- 
Chart—at a substantial saving. 


Actually, Slide-Charts average 
about 15¢ each—which means that 
you can put 10,000 Slide-Charts to 
work for the cost of one or two 
business-paper advertisements. 


Slide-Chart Designing 
is a Job for Experts... 
Call on Perrygraf 


A slide-chart can inject a powerful What IS a Slide Chart? A Perrygraf Slide-Chart, at the pull of a slide or the turn 
punch into your whole sales and adver of a disc, gives information needed to specify your product. One simple operation 
tising program. But to be most effec selects the right item...solves essential engineering or mathematical problems 
tive, it must be simple and easy to use. shows how your product operates 


Instructions must boil down to a few 
direct commands printed on the face 
Operations must reduce to one or two GET ALL THE FACTS ABOUT SLIDE-CHARTS 
simple movements of the fingers. Man QUICKLY EASILY AN D FREE 

eee 7 


ufacturing craftsmanship must be ac 

‘urate. ry "7: ‘ : , 

"iad Ihe Slide-Chart Idea Starter Kit 
That is why leaders in every field 


many with large engineering staffs of é ; is loaded with ideas and informa 


their own—turn to Perrygraf for de ae Fl tion —all the facts and material you 
sign and manufacture of slide-charts 


need to put slide-charts to work 
Perrygraf Corporation, originators of ; ’ . 

. F nuneetger tie for your company. It’s colorful and 
slide-charts, has produced more than : : ‘ 
16,000 different designs, and holds ” my interesting. .and free. 


re the 6,000 ec rig _ 
more t - sein copyright Actual samples and case historie 
You will be surprised at what a 


. a in your field...simple how-to-plan 
molehill can be made from a mountain ’ “ , 
of problems. And Perrygraf design will E> form...colorful illustrated booklet 
save you money, too. Just tell us what on Slide-Chart design and use 
you would like your slide-chart to d , ‘on 
; ~ eh - dhe Remember — Perrygraf, originato: 
1IOW you are han ing 12 pro 7em now Vu 4 > 

muu’re the expert on slide charts ' , , 
of suide-charts, handles your desig 

and about how many you might use when you have this handy file folder f slide-charts, handles your d Sign 
We will tell you promptly, at no obliga custom-assembled to fit your industry needs from raw figures to finished 


tion, how it can be made, and what it Write for your free Idea Starter Kit job. Write for your FREE Slide 
will cost. you'll get it by return mai 


Chart Idea Starter Kit...today 
PERRYGRAF CORPORATION 
RYGRAF . Founders of the slide-chart industry —over 6,000 copyrighted designs 
PER Dept. $-97, 1503 Madiscn Street — Maywood, Illinois — Fillmore 3-0233 
SLIDE-CHARTS Dept. $-97, 150 S. Barrington Ave.—Los Angeles 49, Calif.—Granite 2-9541 


Quick Facts for Stronger, 


: ‘ Sales Offices in Principal Cities 
Simpler Selling 
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SHOWPLACE and prize winner: Prudential Life Insurance Company of America. 
Place: Jacksonville, For its landscaped beauty, one of 23 awards by AAN. 


Beauty Treatments for 
Business Property 


Today's finer sense of community, employe and consumer 
relations is leading more and more companies to elimi- 
nate or conceal the stark ugliness of factories, offices and 
warehouses with attractive landscaping. The American 


Association of Nurserymen is promoting the movement. 


\s you read this a panel of selected Company of America’s South Central 
top landscape architects—is Home Office, a stunning new, con 
ily examining pictures submitted temporary-styled building in Jackson 
une of America’s leading corpora ville, Fla., and the Village Hall ot 
Ihe pictures were mailed to the Valley Stream, N. Y. Others: Ford 
in Association of Nurserymen Motor Company of Canada, Ltd. 
ntered in its fifth annual In (Canada and Hawaii both submitted 
Landscaping Awards entries last year and little Hawaii 
local g: works will have as walked off with three of the 23 
chance of copping one ot the awards. ), of ... Johnson and Son, 
ls as the largest industrial Inc., Racine, Wis. 

r what counts in this contest American Association of Nursery 
o much money spent as taste men, the oldest trade association in 

magination, Last year’s winners continuous existence in the U. S. 


ided Lhe Prudenti il Insur mice it's $2 years old IS made up of ove! 


1,600 nurserymen. ‘Their sales, for 
1956, totalled around $800,000,000. 
Average sales of individual member 
nurserymen increased 6.7 as against 
an overall nationwide average of 
4.8% for the last six months of 1956 
and the first six of this year. Part of 
this increase is due to the Association’s 
widely-touted Industrial Landscaping 
Awards. 

An Association spokesman said that 
factory landscaping brings on a snow 
balling action in an area. One factory 
will landscape its grounds and _ its 
neighbors feel so inferior they in 
variably rush out to a landscape archi 
tect and demand “something better 
than the Jones Co.” 

‘The Association gives 23 awards, 
in different classifications, to insure 
that the smaller buildings will not be 
swamped by the giants. Often an 
award is given for an industry prob- 
lem, cleverly solved. For instance, 
most steel mills are ugly buildings 
built for utility rather than beauty. 
‘To the eye of the passerby, however, 
the building constitutes a blot on the 
landscape. So American Association 
of Nurserymen singled out for one 
award a mill that had screened its 
buildings with a hedge of roses, inte: 
spersed with tall trees. 
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INNER SANCTUM. But no mystery surrounds this garden oasis off the main 
reception room of Prudential’s towering new building. A wait here is welcome. 


loday nurserymen 


Using: new 


sales rec hniques. ‘J he nurseryman Ww ho 


provides a pay-as-you-grow plan 


not unusual, In Massachusetts 


one 


enterprising nurseryman provides his 


customers with a five year display of 


floral art, during the growing season, 


tor a stated tee plus 


maintenamn 


and plant replacement charge. 


| hrough thei \ssociation nurse 


men send out spec ial 


stimulate interest in 


bulletins 
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for community beautification. The 
State of Ohio used the Association's 
bulletins extensively last year in a 
state-wide beautification program. 

lo illustrate the depth in’ which 
the Association works, it produced a 
special “Keep Ohio Growing!” book 
let that cogently explained why re 
torestation should be a state-wide 
project with Boy Scout communit 
leaders and garden clubs cooperating 
‘The booklet listed trees that yrow 
well in Ohio's various sections, how 


they should be planted and cared toi 


7 

WHAT YOU CAN'T BEAUTIFY, 
HIDE. Which is what Armco did with 
a plant. Roses and grass did it 


a 
PLAIN JANE in party dress. You can 
smarten up an old building with land 
scaping. The Napier Co., Conn 


and when they 
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(Continued next page) 


Beauty Treatments for Business Property (continued) 


BEFORE: Look at the difference a good landscape architect AFTER: Note that the lovely trees, center, were preserved 
an make. Here is Phoenix Life’s new building as it was even though traffic had to be routed around them. Smart. 


- — 


A'BUILDING: This is the stage when your landscape HAPPY RESULT: This landscaping didn’t cost a fortune. 
architect moves in. He'll also spare those existing trees It was kept simple to harmonize with Bomac Labs’ plant. 


D =" 
“ 3 
~ . 
Das” < —, 
UNINSPIRING? Even Ford Motor’s Rotunda Building looks BUT LOOK. This is the same view after the landscape 
irab before the landscape architect has waved his wand. genius moved in. The smile of welcome begins outside. 


, SALES MANAGEMENT 


these few 
controls 
and... 


make your own sound movies 


These few knobs and jacks give you full 

control of a precision magnetic recorder 
a recorder that lets you add your own 

commentary to any 16mm film! 

You'll find this tidy control panel on a 
new kind of 16mm sound projector. . . 
the Kodascope Pageant MAGNETIC- 
OPTICAL Sound Projector. 

This is a brand-new communications 
tool ... two machines in one—a mag- 
netic recorder, as we said, and a superb 
sound and silent 16mm motion picture 
projector as well. 

All you do is have a lab apply the mag- 


netic stripe along one margin of the film 
... Kodak Sonotrack Coating costs 2'4¢ 
per foot, after photographic processing 
... then you’re ready to add sound, 

Same principle as a regular tape re- 
corder... you record, play back, add 
sound effects or music, erase and re 
record as often as you wish. 

The short check list at right suggests a 
few of the ways you can use this remark- 
able new machine. Discuss it with your 
Kodak Audio-Visual Dealer. Or write 
for your copy of Bulletin V3-44. It’s free 
No obligation. 


How many ways can you use this 
flexible communications tool? 


Training and safety education 
Sales presentations 


Engineering and research progress reports, 


records, reviews 
Public and community relations films 
Foreign language presentations 
Filmed technical lectures 
Dealer promotions and helps 
Films for stockholders’ meetings 
Personal messages from home office to branch 


or district personnel 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


Please send me complete information on the new Kodascope Pageant MAGNETIC-OPTICAL Sound 


Projector, and tell me who can give me a demonstration. | understand | am under no obligation 


NAME 


ORGANIZATION 


STREET 


TITLE 


YOUR COMPLETE 
LETTERHEAD 


IMPRINTED ON FINE 


Use this quality pencil 
| imprinted with the new 
“Spectro-Print” process for 
distribution to customers, 
at conventions, etc. 
| Leave a lasting impression 
after sales calls. When you 
repeat your letterhead 
on your advertising 
pencils you create a double 
impact. Send coupon for 
free sample and details 
of this amazing process. 


CAPITOL SUPPLY CO. 


2) 
wos \ 


i hh 


CINCINNATI PENCIL CO 
Nitro, West Virginia 


Details on letterhead pencil 


Details on premium pencils 
Name 

Company 

Address 


City Zone State 


(IAM AAMMMS 


ESTABLISHED SPECIALTY SALESMEN: A few 
choice U.S. Territories available. Write for in- 
formation 
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Why Advertise for Inquiries 
If You Botch the Follow-up? 


Complete absense of response or too-long-delayed re- 


sponse to those who fill out advertising coupons is a com- 


mon crime responsible for a shocking waste of ad dollars. 


By HENRY W. RUSSELL 
Stebbins & Roberts, Inc.* 


Provoked by an argument at a sales 
convention betw een two sales execu 
tives who supported opposing views on 
coupon advertising, | embarked on a 
modest personal research project to see 
what I could find out about response 
performance by some current advet 
tisers, 

I learned this: Follow-up to in 
quiries is unbelievably sloppy. 1 doubt 
if anyone could estimate the extent of 
the waste involved, but it must be 
very large, indeed, in terms of lost 
sales opportunities. 

My procedure was simple. I clipped 
every coupon appearing in a single 
issue of Fortune, Time, Newsweeé, 
U.S. News & World Report, Busi 
ness Week and Dun’'s Review. I tabu 
lated and mailed them as the ads speci 
fied. I did the same with House 
Beautiful, House & Garden, The 
American Home, Good Housekeep 
ing, and Life. As with the other 
group, clipped and 
mailed according to instructions. No 
duplicates were submitted although 
some ads did appear in one or more 


coupons were 


of these magazines, 


Responses Tested 


Coupons were forwarded in reply 
to 78 different 
clipping the coupon to the firm letter 
head, pasting the 


coupon to a postcard ; seven requested 


ads. Some suggested 


others suggested 
cash, either a dime or a quarter, for 
in illustrated booklet or 
Ihose items which were of business 


catalog. 


interest were signed for at my busi 
ness address; those that were designed 
for homeowners or housewives were 
given my home address and my wife's 
name, when it seemed more appropri 
ate. 

Of the 78 requests made for litera 
about 


ture or information, 12, or 


15%, have not been acknowledged 


*Paint manufacturers of Little Rock, Ark 


after 175 days. Nine firms replied 
that the request was being referred 
to their local branch or distributor. 
Of these nine, only three contacted 
me. Of the remaining 57 firms, each 
sent the promised literature except 
one which, strangely enough, was 
among those requesting that 25 cents 
be included for a color booklet. ‘This 
firm returned the money with a letter 
of apology stating that the booklet 
was oversubscribed and making no 
mention of a reprint. Nine of the 
firms sending literature also included 
the name and address of a local out- 
let or distributor but made no men- 
tion of requesting him to follow up 
on the inquiry—and none did. 


Three Months Time 


A timetable was maintained on the 
66 firms (about 85% of the 78 re 
quests) which replied in one way o1 
another. As no coupons were sent to 
firms within 200 miles, no break 
down was made on the basis of dis 
tance. The first reply came back in 
nine days. Three days later five more 
arrived, Then the replies came in one 
or two at a time over a period of 83 
days—almost three months. At the 
end of 30 days, 20 replies (30%) 
had been received. In 40 days, 34 
(50%) had arrived; 52 (80%) were 
on hand the 60th day, while the last 
reply, the 66th, arrived on the 83rd 
day. 

If this type of advertising is of any 
value, it must be assumed that the 
illustration or copy prompts a respond 
ent to cut out the coupon, fill it in 
and forward it at his expense be 
cause he has a need for or interest 
in the product advertised. Regardless 
of the strength of this motivation, it 
cannot be expected to last 83 days, 
or 60 days or even 30 days. In my 
view, such ads are valueless when 
handled the way most firms appear 
to be processing requests at present. 


The End 
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VOU CANT AFFORD 
TO HALF SELL 


The Syracuse Market 


BUT YOU MAY BE DOING JUST THAT... if you're adjusting 
your Syracuse ad budget to fit “standard metropolitan” market 
statistics. Here’s why .. . In Metropolitan Syracuse (Onondaga 
County) there are 384,100 people with annual buying power 
exceeding $657 million. In the 14 surrounding counties there 
are an additional 1,008,200 people, with an annual buying 
power of $1.4 billion. 


When you budget for The Syracuse Market, budget for all that 
15-county area with a population of 1,392,300—annuval buy- 
ing power of $2 billion plus. 


These newspapers deliver 100 per cent home coverage of Met- 
ropolitan Syracuse, daily and Sunday, and effective coverage 
in the 14 other counties. For example, daily coverage ranging 
from 55% to 76% and Sunday coverage ranging from 81% to 


95% in the five populous, adjacent counties. 


No Other Combination of Media in This Great Market Will Do 
a Comparable Job at a Comparable Cost. 


America's No. 1 
Test Market 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


THE POST-STANDARD 
Morning & Sunday 


CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 
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“It is not sufficient to hang on the wall exhorta- 

tory slogans, such as ‘Step out and Sell.’ Such 

slogans are apt to be corrosive in their effect by 
generating cynicism in the new salesman." 


C. Norman Wade is now in his sixth year as district 
manager of the New York office of National Vulcanized 
Fibre Company, Wilmington, Del. He spent ten years in 
the company’s Philadelphia territory as a salesman, then 
seventeen years at Rochester as district manager. 

He's a native of Delaware. He neatly achieved a three- 
way distinction during his college days at the University 
of Delaware by acting as manager of the basketball team, 
serving as editor of his college paper, and hauling down 
enough A’s to make Phi Beta Kappa 


Why TODAY'S Sales Recruits Are Different 


If, on reading this article, your temperature rises under 
the burn of disagreement, it may be because... 


|. You grew up under other standards. 


2. You feel that today's demand for security is a sign of 
weakness. 


You were taught that job-jumping hampers advance- 
ment. 


But read the article a second time, and then judge whether 
it's better, after all, to swallow your prejudices and adapt 
your recruiting and training to today's new and different 
breed of job candidate. 


By C. NORMAN WADE 


day’s sales recruit has no inherent \ generation ago the sales recruit 


i problen loyalty to his new employer. ‘This was willing to pledge his loyalty in 

which only may come as a shock to management return for the opportunity to estab- 

gger problem—how to which views loyalty as the cornerstone lish himself in a sales organization. 

mind and loyalty. of a successful business. But today’s In those days, he was hired by an in- 

tatement twenty or thirty sales recruit is of a new generation, dividual, rather than by a personnel 
igo would have been meaning ind the emphasis should be put on the department, and in many cases he 
Sut today’s recruit is difterent word “new.” His ideals are new, in began working directly under the su 
lifferent in ay that repre the sense of being different; he will pervision of the man who engaged 
a threat to the stability of the be loyal to an ideal only after he is him. Many of today’s recruits are 
force onvinced of the value to him of the hired by a recruiting team, and the 


Ihe ba ( tact to be acead is: . ‘oO ideal 


sales trainee may find himself assigned 
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WISE MEN USE UNITED’S “PERFECT HOST” 
GROUP TOURS TO SPARK INCENTIVE PROGRAMS! 


as 
sa 


You're the most talked-about fellow in the company when you 3 Who should take part? You can get United’s help in choo 
choose United Air Lines Air Travel Prizes ing just the right group of participants to meet your goal 
- , £ I I I p 
You'll take all the bows—but United and its selected travel 4 When? Timing is important. You choose the time— United 
experts will do all the work. Your group will get Red Carpet* has a wide selection of year-round tour 
Service tre nt all the way. Tips, meals, luggage, reserva- 
Srvece Srenenee me : nde Tage tata 5 Where? Hawaii Las Vegas California New York? 
tions, entertainment — everything — are all smoothly taken care 
: é That's easy to answer, too—United will arrange your group 
of. Relax—enjoy yourself! United Air Vacations (individually 
tour to any vacation spot in the world. United Air Travel 


anned ) “Perfect Host” group travel arrangements are 
planned) or os stiiee J BS ' Prizes are flexible, adaptabl 


all at your disposal 


6 What else? You'll get color folders, sound movie 


help on 
How do you do all this? It’s easy. Here’s how that vital kick-off 


meeting to fire up enthusiasm. Carefull 


selected sightseeing side-trips to your specifications, if 
1 Call your nearest United office. Ask for the Incentive Plans ; 


> like Details that mean so much Corsage pecial dinnet 
Representative. (Or mail the coupon on this page now.) 


: night clubbing all arranged through United’s travel expert 
| nited ~ long, successful experience as a le ader in incentive 


program planning is at your disposal 7 All this plus the excitement and fun of luxurious travel « 


t nited de luxe, extra-comfortable Mainlines 
2 Whatever your business, whatever you want your incentive 


program to do, United will help choose the travel incentive And you'll get all the eredit! Don't wait 

to make your goal easy to reach. Want 4o boost sales? Or xr mail the coupon now! Can't you see yoursel 
morale? Get new business? There’s a right United Air Travel your travel prize-winning group 
Prize for any incentive target 


at that popular rr 
alway wanted to vo back to? 


Harry Horst, Staff Superintendent of Incentive and 
UNITED AIR LINES, 36 S$. Wabash Avenue, Chicago 3, Illinois 
*Yes! I'm interested! Please end fall detail 


Result produc ing L nited 


Costs and samples o Perfe 
Vame 
Company 


City 
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lual who was not even 


lted by the team. It is relatively 
to be loyal to a person, but there 
irtificial in transferring one’s 
hart 
or trom one place to an 


‘| oda 


iit Irom one organization 


inother 
ales recruit with 


intil it is 


Since it 


earned by 
takes time 
demonstrate its 


organization 
i company to 
there 


a definite hazard 
lost i 


cruit may be 

cultivated. 
an has been 

nts of the last 


vot have the sales ex 


on 


ten 


956 New Car Sales 
‘ tery CLEVELAND 


Want to project 


NEW CAR SAL 


ecutive’s point of view or perspec- 
tive. A generation ago, WEALTH, 
FAME, and SUCCESS were goals 
in life. There may have been some 
looking forward to 
these goals; but, nevertheless, those 
the express a 
young man’s hopes. ‘Today, SE- 
CURITY and ADJUSTMENT are 
the and 
there is evidence of actual distrust of 


romanticism in 


were words used to 


ideals of young generation, 
excessive ambition or excessive work. 

\n between 
the past attitude toward goals and 
A generation 
ago a young man took it for granted 


important distinction 


the present one is this: 


ES in Cleveland 


for the ’58 models’? 


Rey 
ent inted 
MODEL, by I 
YOMIE RECTOR I 


You sell two great 
RETAIL MARKETS © 
in the Plain Dealer 


detailed report write 


vere made in economi« 


have the most buying 


areas where the Plain 


dealer is the widely read 


havent received your copy of thi 


f you 
wire or phone The 


! Plain Deale 


Cleveland $914 billion 


evelar 


26 adjacent counties $2 billion 


TOTAL sAlA billion 


Retail Food Sales 


RETAIL SALES IN CLEVELAND 


CLEVELAND 

COMMODITY 
(000) 

2,247,897 

549,318 

85,930 


Total Retail Sales 


CUYAHOGA COUNTY 


AND ADJACENT COUNTIES 


26 ADJACENT 
COUNTIES 
(000) 
~ 1,999,804 ~ 4,247,701 
+4 


484,163 ———*1,033,481 
55,457 


TOTAL 
(000) 


141,387 


that WEALTH, FAME, and SUC- 
CESS were future rewards that would 
come as the result of hard work and 
ability; the attitude toward today’s 
goals, SECURITY and ADJUST- 
MENT, is that they must be present 
NOW as part of the working condi 
tions. Little or no emphasis is placed 
on the role of hard work. This does 
not imply that the present goals are 
worse or better than the old ones. It 
simply illustrates that the new sales 
man has different ideals from the older 
generation. Consequently, his motiva 
tion may be alien, if not inexplicable, 
to the older generation. 

The sales executive, therefore, has 
the dual problem of developing a suc- 
cessful salesman and a loyal one. The 
sales executive must establish contact 
with the new salesman in terms that 
the latter accepts. The new salesman 
will better if 
placed on what he is going to get 
from his job rather than what the 
company expects from his services; 
he is not so much interested in helping 
the company as he is in helping him- 
self. 


respond emphasis is 


Wants Money Now 


The new salesman is interested in 
making money—and the sooner, the 
better. He is less interested in a lot 
of money /ater, than he is in enough 
money He will not stay 
job long if he does not earn fast. He 
must be given an immediate oppor- 
tunity, not one that exists in theory. 
‘To deny him this opportunity is to 
run the risk of losing him, and the 
risk is in direct to his 
ability. 

Likewise, a new salesman wants to 
put his time where he—not necessarily 
his company get the 
of it. He is not going to be enthusias- 
tic about doing ‘missionary’ work 
or making “technical” calls, if such 
activity offers no direct benefit to him. 
He will prefer to spend most of his 
time on the items that 
build up his remuneration quickly, 
thus probably neglecting other lines 


now. on a 


proportion 


can most out 


or accounts 


or prospects that the company wants 
to promote. The sales executive’s task 
is to guide the recruit’s effort so the 
time is spent to the best advantage of 
both parties. Their interests can be 


Retail Drug Sales 
aa oe compatible; it is the sales executive's 
responsibility to make them so. 

If the new salesman has worked 
he will constantly make 
comparisons between his present and 
former employer. If he has not worked 
before, he will be all the more in- 
fluenced by first impressions, and may 
misinterpret some of the company’s 
policies or something he has seen or 


~ 773,002 
277,112 
227,267 


360,920 — 
157,081 
102,572 


Automotive 


382,082 
120,031 
124,695 


Source, Sales Management Survey of Buying Power, May 10, 1957) 


Gas Stations 


Furniture, Household Appliances 


elsew here, 


Akron, Canton and Youngstown's Counties are not included in above Sales 


The Cleveland Plain Dealer 


1 by Creamer & Woodward, Inc 
Angeles 


Represente New York, Chicago, Detroit, Atlanta, 


jan Francisco and Loa Member of Metro Sunday Comics and Magazine Network 
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1/1 postmarks are actual reproductions. Post 


offices mentioned in the text rea 


Grit sells a mass market 


of 16,000 true small towns 


You have to Aimwell (La.) your Rifle (Colo.) to 
penetrate the magnificent market represented by 
America’s true small towns. 

Grit is the only national publication which de- 
votes itself exclusively to their interests. It’s the 
only one with a circulation concentration as high 
as 58.53%—or anything approaching that figure— 
in towns of 2500 and less. It’s the only one to offer 
virtual home-town coverage of 16,000 such towns 
all over the land. It’s the only one to capture the 
“feel’’ of true small towns—towns beyond the 
sphere of influence of major cities 

Here is a world that’s comfortable and opti 


mistic and good. The friendly druggists are really 


friendly —they' ve watched their customers grow up 


The school teachers practice the fundamental 


SEPTEMBER 


discipline of the three R's. And the streets aren't 
cluttered with frantic cut-price merchandisers 

Here is a mass market in which you can win a 
lasting consumer franchise by sound advertising— 
with Grit as your spearhead. We have, and shall be 
glad to furnish, 21 years’ proof of that statement. It 
is more true today than ever before—for Grit, with 
4 million readers and significant advertising gains, 
is more influential than ever before 

For a big-space, full year’s campaign in Grit, you 
need only pay about as much as you would for one 


ekly—a mighty 
Ky , Md , N.C : N Dal Tex { tah) 

Advan Ind Mo., N.( 
Grit Pul i Co., Williamsport Rey ted | 


Meek M t N York, Chicas trou, P 


insertion in a mass-circulation 
small Price 
for a mighty big sale 


ad 
Woyle & | i os A 


la 


uw 


nd so economical because 
‘you get a COMPLETE 
im pactd@signed COLOR 
E PROGRAM at 

mn ngly low cost! Includ- 
img... shooting you: 


‘product pictures, editing, 


reproducing in quantity, 
slide binding, portable 
viewers and files, plus 
FREF consultation service! 


WORLD'S LARGEST MANUFACTURER OF 
SLIDE VIEWERS & ACCESSORIES 


t 


. “PTA wUY . 


For tomplete program details 
write or wire collect 
OPTICS MFG. CORP. 


Amber & Willard Sts., Phila. 34, Pa 


heard. Oddly enough, a person who 
misinterprets an event rarely ques- 
tions his own interpretation. Conse- 
quently, the supervisor, the salesman’s 
associates, and the home office per- 
sonnel must try to see that the new 
salesman does not rec eive any un 
warranted unfavorable impressions of 


the corporate organization 


Clean the Mind 


This indicates that the sales man 
ager may have a “brain-washing”’ job 
to do on the sales recruit, that the 
training program should include a se 
tion on clear thinking. Brain-wash 
Ing has a Sinister connotation nowa 
days because the process has been 
used for evil purposes; but brain 
washing can also be done with the 
aim of cleaning the mind, rather than 
contaminating — it freeing it trom 
pre-conceived ideas and erroneous con 
clusions 

So the manager must try to wash 
away the mental fixations that block 
the new salesman’s thought processes. 
[his requires free discussion of any 
be bothering the 
salesman, with the supervisor giving 


subject that may 


frank answers to the salesman’s blunt 
questions. l‘oday’s recruit 1s too in 
telligent not to see through hypo risy. 
lherefore, step No. 1 in enlisting his 
loyalty is: Respect his intelligence. 
‘The new alesman does not have 
worker” 


the ‘‘loss-of-job” fear that character 


the “boss vs concept not 
izes the boss-worker relationship. ‘The 
demand for his services, which is ever 
present trom several directions, pro 
tects him from any “fear” complex. 

‘The new salesman expects to be 
treated as an equal. He wants his su 
pervisor to help him, not “boss” him. 
Discouragement comes in big doses 
to a new salesman, and he easily as 
sumes that some of his sales prob 
lems are the result of company short 
comings rather than his own. It is 
not sufficient to hang on the wall 
exhortatory slogans, such as “Step 
Out and Sell, 


to be corrosive in their effect by gen 


Such slogans are apt 


erating cynicism in the new salesman. 
If the make a 


friend of the manager he feels lost 


salesm in cannot 


Ihe salesman’s problems should be 
explored jointly, by the manager and 
salesman with the idea ot determin ng 
whether the responsibility for the so 
lution belongs to the company or! the 
Liesman guidance, the 
manager shou " it tl many 
of the problems at may appear 
inique with his company are basically 
part of the selling problem that con 
fronts many 
ndustry. Step No. 2, therefore, in 


companies in the same 


gaining loyalty is: Listen sympa 
thetically to the new man’s problems. 

The sales trainee will probably not 
have a long-range point of view. ‘To 
be more explicit, his point of view 
will be even more short-range than 
that of his counterpart a generation 
ago. The idea of staying with his 
present employer for twenty, thirty, 
or forty years does not—it probably 
cannot—register on his consciousness 
The dislocations thrust on him in the 
past twenty years by changing social 
political, and economic conditions 
have left him with uncertainty with 
reference to the future. Paradoxical 
though it may be, he does not have the 
feeling of insecurity that usually asso 
ciates itself with uncertainty. He feels 
secure because he knows life offers 
him many opportunities. If worst 
comes to worst, he can always go 
back to the “service” (U.S. A.). 

Obviously, a short-range point of 
view is not favorable for the develop 
ment of company loyalty. It is im 
perative, then, that part of the train 
ing should be the development of a 
long-range point of view. The trainee 
should be impressed with the idea that 
he is starting a career—the beginning 
of his life’s work. Emphasis should be 
plac ed on the fact that it is his career 
and that no matter where he may 
work later, his present job is a part 
of that career. He should be shown 
that the work habits and mental at 
titudes he develops in his current ef 
forts will stay with him and influence 
his success the rest of his life. 


Behind the Wounds 


Management makes many policy 
decisions to promote the welfare of 
an organization. However, the appli 
cation of some of these policies may 
“pinch” the new salesman and strain 
his growing loyalty. The supervisor's 
job is to “bind up the wounds” that 
result from such policy decisions. He 
must persuade the sales trainee that 
whatever is in the corporation’s best 
interests will be for the trainee’s best 
interests (if he expects to remain with 
the corporation), even though the 
immediate affect may be adverse to 
him. Step No. 3, then, in cementing 
loyalty is: Develop a long-range point 
of view in the new salesman. 

Training today’s sales recruit is 
different because it involves a struggle 
for his mind. It is part of the struggle 
that permeates our society on 
tional and international scale. 
important enough to justify intensive 
study? Yes, for when the sales exe 
tive develops a new salesman he is 
molding the future of his company 

The End 
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1st of a series about the Father of Waters ... Divider of Markets... 


The Ojibways had 
a word for it... 


...and they were so right! 


Many hundreds of years ago, the Ojibway In- miles on its journey south, the mighty Father of 
dians took one long look at the swirling waters of Waters slices through the Twin Cities to divide the 
the majestic Mississippi River and gave it the name St. Paul-Minneapolis market almost down the mid- 
it bears to this day. dle. 

The Ojibway meaning of Mississippi: “Great What's more, St. Paul’s citizens are St, Paul 
Water.” shoppers! And they spend their 603 million re: 

How right they were! Traveling some 2,300 tail dollars right on their own home side of the 

, Mississippi. Not only that, these St. Paul people 
make one—and ONLY one—newspaper their buy 
ing guide. No other newspaper NOT ON] even 


TODAY ... it's a market of § sens the surface of the St, Paul market." 


It boils right down to this. If you're not sell 


ing St. Paul, you’re just not selling the Twin Cities 

And to blanket every last corner of the big-spend 

ing St. Paul market, you need the Dispatch-Pioneet 
, . Press! 


516,300 people and 603 million retail FAMILY COVERAGE 


dollars add up to a giant market!* And (hemes, Oelote ene 
that’s just exactly what you have on the Washington Countion) 
St. Paul side of the mighty Mississippi! 
But you'll miss it almost completely un- 44.9% 
less your advertising message appears in ST. PAUL DISPATCH 
the ONE AND ONLY newspaper offer- : PIONEER PRESS 
ing you SATURATION COVERAGE of = 

P OTHER TWIN 


every inch of this big-income, big- 3. CITY DAILIES 


spending market . . . the St. Paul MORNING EVENING SUNDAY 
Dispatch-Pioneeer Press! Source: Families, Sales Management Dispatch-Pioneer Press—A B ¢ 4/31/ 


st ft PAUL 
D t § PATC Hi REPRESENTATIVES 
RIDDER-JOHNS, INC. 


RiOoDeER NEW YORK - CHICAGO . DETROIT 
SAN FRANCISCO . LOS ANGELES 
PIO N EER PR 7 s ST. PAUL - MINNEAPOLIS 
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Y 


‘News’? Comes In! Cf 


ome ee CHICAGO Di 


ery shelves. Daily News ads get the same 


result—and play a merry tune on cash regis The Independent N 


ters at the same time Forecast: A whirlwind 


in Sees nae 600.000 Families .. - Largest Evening Circu Bilat 


Re-Stocker Kept Busy t CH 


Top Food 
Medium 


New records of in- 
terest to advertisers 
lare being set almost | 
| | 
levery month at the} 
Chicago Daily News. 
| For 15 years the Chicago} 
Daily News has led every | 
lother evening newspaper in} 
lthe country in total grocery) 
|advertising And, of course,|§ 
ithe Daily News carries more | 
ery advertising year after 
than any other Chicago 
new spapel morning evening 
lor unday 
The Daily News continues to} 
et new circulation records It} 
jis the only Chicago daily to} 
|make steady circulation gains 
during the whole postwar era.) 
; i'The latest AB Publishers | 
, . “satements filed, for the s 
When food products are advertised in the Daily a ee + Biker hn os 
News, the re-stocker knows there's @ busy day ahead. show the Ni as with the high-| Miss Phyllis Wilde, Je els “4 
Items advertised in the News move fast and have to be est daily average in its history) of the Year,” works at her aed : 
614,098 She reads the Daily New 


re-stocked often 
regul 
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rroceries Go Out! 


WAILY NEWS 


nt Newspaper 


reu Bilation in Chicago and Suburbs 


R OOF YEAR’ 
> HER SECRET 


Pa ee Follows Ads 


ecker at Work 
In Daily News 


Gets Copy of Newspaper 
As Soon as It Hits Street 


“Every Thursday, the minute the Daily 
News hits the street, our manager or someone 
from the store goes out to the nearest news- 
stand to get a number of copies of the Daily 
News.” 

That's what Phyllis Wilde, “Checker of the Year,” fro 


Jewel Stores says 


PHYLLIS WORKS at the Jewel store at 6220 N 
fornia in Chicago 
She continues: “Then the manager, head cashier and 


} 

entire checking crew get together to take a look at the Daily 
} News ad because these are the ads in which the entire 
7 , week's program for Jewel features are appearing, and fa 
. ; ‘at miliarity with them is the secret behind a speedy checkout. 
el's “Checker | follow the food advertising and to speed 
her check-outs. 


“After finishing our discussion of the ads and the item 
ash register. contained, we then place the ads in a number of spots in the 
I store to help remind the custome! 


regularly to 
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“What Are We Selling— 
Cornflakes or Gadgets?’ 


Behind Albers’ newly introduced cereal packages: 


|. A feeling that cereals have gone overboard on pre- 
mium appeals, and 


2. A conviction that mama has troubles enough. 


\lber Milling Co 


(‘arnation Co., took a 


a adi ; lon ol 

Care hing look 
it its own corn flakes package and 
those of competitors and began to 
wonder : 


Are we selling corn flakes—or 
radgets ? 

The question led to a new approach 
to both packaging and premiums for 
Carnation Corn Flakes. 

L.. R. Johnson, advertising man 
izer of Albers’ Cereal Division, 
points out: “Appetite appeal on ready 
to-eat cereal packages has been sacri 
ficed to an attempt to sell either an 
n-package premium or a label mail 
n offer.”” Albers, in a new 
overwraps for its regular 


series of 
ad “ll PREMIUMS, YES... but with some changes. Premium 
Sain intidilins Cini: Sis a - alee offer is restricted now to the back of the box, offers 
‘ ‘ ) ‘ -® ) « » . . 
first at appetite appeal, Johnson adds. One OF Sate Sar. Perens Seen 2s * cy —s 
~, warn aiente 4 sale de ¢ models of four fighting ships. Color scheme retains the 
ove aps acttls ‘ ‘ : 
Itiple selli te The fvant ishet well-known red and white Carnation brand identification. 
nu * se iv joD: P ) é “ 
of the wrap carries the brand name 
boldly emphasized, and pictures a 
tempting bowl of corn flakes. 


\ bright yellow band, contrasting ind specihe teatures ot each—they behind a package that won't sell. 
vith the predominant red and white have movable gun turrets, torpedo Johnson thinks Albers is “com 
4 the wrap, announces a five- and racks, anti-aircraft guns all molded plying with the wishes of parents by 
three-cent price-reduction on the large in detail. getting away from in-package premi 
ind small boxes, respectively. Pack Premiums will be changed from ums.”’ It is the company’s intention to 
we features are sold on the right side time to time, each one calling for offer useful and educational items at 
vanel, with copy. that i new overwrap. Coming up is a kit an attractive price. Each of the two 
ne! three eparate moisture-resistant of “Easy to Make Frontier Leather offers decided upon so far gives a 

with cut and prepunched items choice of four items, and all four may 
to fashion into moccasins, tote bags be sent for if there are that many 
\“ illets, comb cases. “The customer youngsters to satisfy. 
mails in the price ot the chosen item 


it of the corn flake items with a trade mark from the 
other Albers product top ot the box. 


Hot Breakfast Lhere’s 
Wheat and C 


Savs ‘Imag 


vrappers guard the crunchy crisp raft” 
( ibove the line Iresher! 
\lade in the West 

he opposite side panel lists the ‘The purpose of the new package 
’ Johnson points out, is to “emphasize 
the quality of our product .. . be 
cause, primarily, we are selling a finer 
corn flake,” and to build repeat sales. 

Response from the trade indicates 
that the new overwrap is doing this. 
\lbers has had many favorable com 
ments from buyers on the clean lay 
ige is opened in the home. Packages out of the package as well as on the 
are torn apart before mothers type of premium being offered. Sales 


ire ready to use the contents. And show a healthy gain this year. 


a good reason why more 
than a single item is offered in each 


pren 


remium set-up. Single premiums or 
1- pac kage premiums frequently ire a 
one of contention among the vVariou 


hildren in a family when the pa k 
| 


ordet 

is, selling the pre rocers have howled with rage Naturally, the gain is not credite 

im by g ng all pertinent intor premiums attac hed to the to pac kage ( hange alone. Johnson sees 

ition that will lead to a buying de of packages because they tem ! t as ‘‘a combination of improved la 

on.” This information includes the dren (and even some adults bel, more effective media advertising 
t the length them off while shopping ind our consumer promotions.”’ 
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Get Set for Real Business 


Get down to facts. MICHIGAN FARMER is the magazine 
that brings full-scale sales action. It’s the one 9 out of 
10 Michigan farm families want... pay for . read, 
cover to cover. MICHIGAN FARMER picks the practices 
best suited to Michigan agriculture, carries the vital 
tate farm news 


Michigan farmers market a greater variety of prod 
ucts than those in any other state. So, here’s unmatched 
steadiness in farm income. And it’s big. Michigan is a 
top-third state in farm income. 

Get the facts, too, on other high, steady income 
tates—covered by THE OHIO FARMER and PENNSYL 
VANIA FARMER. All 3 publications are 4-color gravure 
printed to save you plate costs, issued twice monthly. 
Write to 1010 Rockwell Avenue, Cleveland 14, Ohio. 
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Michigan Farmer 


EAST LANSING, MICHIGAN 


THE OHIO FARMER, ¢ 


PENNSYLVANIA FARMER, 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Aeroquip Corp... . 
James I. Mellencamp appointed 
marine sales; M. Lloyd 


Jone naAnayet sales. 


i rey 
Mhanayer 


distributors 
Aluminum Limited Sales, Inc. . . . 


Robert kk. Young named U.S. sales 


manager 
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It's really livin’, 
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Didn't want you to miss this bulletin on 


Phoenix retail sales, 


Can't wait to get back there this winter, 


Calvert Distillers Co. . . . 
Bernard Derringer promoted to 
merchandising manager. 


Capehart Corp... . 
W.R. McAllister becomes national 


sales Manager, 


Colgate-Palmolive Co. . . 
C, Gilbert Green becomes general 
sales manager, Toilet Articles Divi 


sion, 


Curtis Publishing Co... . 
Franklin L. Miller, 


former 


Golly tut that market 


Foote, Cone & Belding, joins The 
Saturday Evening Post as marketing 
expert. 


Dayton Rubber Co. . . 

Clowes M. Christie elected presi 
dent; Irving Eisbrouch, v-p in charge 
of tire sales, elected v-p and general 
manager. 


Dow Chemical Co... . 
Donald K. Ballman, general sales 
manager, boosted to director of sales. 


Falstaff Brewing Corp... . 
Donald M. Fitzgerald named di 
rector of marketing promotion. 


Hearst Advertising Service, Inc... . 
John W. Andrews, Jr., appointed 
manager of Service’s Chicago office. 


Hoffman-La Roche, Inc. . . . 

Harry ©. Stark to fill new post 
of manager, pharmaceutical sales, for 
Vitamin Division. 


Hughes Aircraft Co... . 
Roy E. Wendahl becomes v-p in 


charge of sales, a new position. 


Johnston Lawn Mower Corp. . . . 
I. A. Andersen upped to general 
sales manager. 


Pepsi-Cola Co... . 

Charles N. Baker elected v-p in 
charge of national accounts and syrup 
sales, 


Procter & Gamble Co... . 

Howard J. Morgens elected presi 
dent. First joined company as a sales 
man in 1933, 


Rival Packing Co... . 
A. W. Aldag, former v-p sales, ap 
pointed v-p administration. ‘Thomas 


B. Lajeunesse succeeds as sales v-p. 


Sanford Carpets . 
Richard Stabile 


manager, 


appointed sales 


Spalding (A. G.) & Bros., Inc. . 
Robert W. Shull joins firm as sales 
promotion manager; new position. 


Vanadium Corp. of America . . 
Raymond H. Filsinger, Jr., elected 
v-p in charge of sales. 


Waterman Pen Co. . . 
Bernard Rieser appointed general 
sales manager. 


Werner (R.D.) Co... . 

C. L. Prosser becomes sales man 
ager for Industrial Roll-formed prod 
ucts. 
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Sometimes you can get in over your head before you know it 
Take Merchandising at the point-of-sale for instance 
If allowed to lag behind your advertising campaign, your 


whole program may be swamped. And that's where Chicago Show 


IF YOU'RE OUT can come to the rescue. Our nation-wide organization is 
staffed with experts who have the know-how and facilities, to 
WHEN THE TIDE’S IN... 


save your point-of-sale program, before it flounders 
WATCH OUT | Backed by more than SO years’ experience serving advertisers 
large and small, we produce sales-stimulating point-of-sale 
merchandising programs that create traffic—but more 
important— pay off where it counts, at the counter 
Let us show you how to breathe new life into 


your point-of-sale program 


Merchandising « ince ciareetiiliiaie 


® Lithographed displays for indoor and outdoor use *¢ Animated Dispiays 


e Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik*® Seif-Stik Dispiays 
® Mystik*® Can and Bottie Holders ¢ Mystik* Seif-Stik Labeis « Squee-zei* 


® Econo Truck Signe *¢ Bookiets and Foiders * Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2660 N. KILDARE, CHICAGO 39 


Trademark Myotsk Kegietered 
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Pictured behind Mr. Smith is 
Owens-Corning Fiberglas 
Corporation’s newest 
manufacturing facility located at 
sarrington, New Jersey. This 
plant was selected in a recent 
nation-wide contest as one of the 
ten best plants built in 1956 
Owens-Corning operates six other 
plants—in Ohio, Rhode Island, 


Pennsylvania, Kansas, California 


and South Carolina. The company, 


whose sales totalled $173 million 
in 1956, manufactures a wide 
range of Fiberglas insulations for 
industrial, commercial, residential, 
construction, and appliane e 
applications; noise control 
products; filtration product 
Fiberglas is also a leading 
manufacturer of textile yarns and 


reinjorcements lor plastics, 


C@@ Manufacturers’ catalogs are such important information sources for engineers 


that we cannot help but be concerned with the problem of how we can have adequate 


and constantly available files of them. 


“In my opinion, the most satisfactory solution to this problem lies in the Sweet's plan 


of filing manufacturers’ catalogs, before they are distributed to engineering 


offices, in classified, indexed, and bound collections, 


“The Catalog Files which Sweet's distributes each year are tremendously helpful, and 


the catalogs these Files contain are in steady use here. The subject of how catalogs can 


be made most conveniently and consistently useful in engineering offices is a 


subject worth careful study by every manufacturer. Our marketing management has 


made such a study in respect to our catalogs, and six diff erent Owens-Corning Fiberglas 


catalogs were pre-filed this year in one or more Sweet's Files, where they provide 


Yes, Mr. Smith, product information is 
vital to engineers, That's why time and again 
they express their preference for a system which 
pre-files, classifies, and indexes manufacturers’ 
catalogs in bound collections for annual distri 
bution. Only such a system can solve the prob 
lems created when engineering offices attempt 
to establish, index, and maintain files of indi 
vidually distributed catalogs 


If you want increased use of your catalog in 


SWEET’S CATALOG SERVICE 


Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18. 


immediate information about our products whenever it is wanted.® 9 


Sweet's designs, produces, and distributes manufacturers’ catalogs 


Harry V. Smith, Chief Engineer 
Owens-Corning Fiberglas Corporation 
loledo. Ohio 


engineers speed product selection 


the offices that control the great bulk of indus- 
try s buying powe! ask your Sweet's repre 
sentative for the facts. He will be glad to explain 
how your catalog pre filed. bound, classified 
and indexed in the Sweet's Files which serve 
your markets—will sharply increase the order 
to-call ratios of your salesmen by making il 
easier for engineers to consider your products 


and invite your salesman to bid for the busi 


ness, whenever a buying need arises 


in the following markets; Product Design (Product Design File) 


Plant Engineering (Plant Engineering File), Metalworking Production 


(Machine Tool Catalogs), and Construction ( Architectural File 


Light Construction File, Industrial Construction Fils 


Over 53,000,000 catalog copies distributed in 1957 for 1,740 companies 
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Shake-up in the U.S. Patent Office 


lt involves three steps: improved management of the of- 
fice, a plan for coding and electronic filing of both patents 
and technical literature, new patent legislation. Too many 
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(It 


commonly supposed that any company 


finances research into cancer. is 


hitting on a cure would, for reasons 
up “public 
surrender its monopoly. ) 


summed as relations,” 
In general, 
the Justice Department point-of-view 
Soth the Administra 


interested 


s not accepted. 


tion and Senators are con 


inced that, deprived of patent rights, 
would their research 


companies stop 


the CGjovernment. 


With a 
Federal 


how 


tor 
special appropriation, the 
Trade Commission is study 
It 
probably will not allege a price-fixing 
but may 
tain a juicy chapter on how at least 
one key patent was obtained and how 
In 
four 
the patent 
\fter settle 
all of them quoted the same 


nip antibiotic prices are set. 


conspiracy its report con 


if Was subsequentl used, 
fight 
the with 
licensed the other three. 


an in 


Tringement involving top 


companies one 
ment 
prices 
this 
tees will air it through hearings that 


1¢ 


recora 


If, as expected, F- TC reports 


episode, Congressional commit 


will on names I in 


put 
tends to leave out. 

Still another group, which includes 
Justice Dept. lawyers, plans a cam 
paign to “persuade” large companies, 
in effect, to give their patents away 
to continue with research but to do 
nate the results, possibly in return for 
to small business. 


\ 
I his sounds fantastic. 


nominal royalties 
But some com 
panies already do it profitably: Their 
the of the free 
or cheap patents how they can Save 


salesmen show 


users 


money by buying particular com 


ponents or materials, Among the in 
cidental benefits of such a drive would 
be a reduced docket the harassed 
Anti- Trust 

Lhe 
issuance of patents 
ed, if at 


fo he 


tor 
Division. 
main the 


won't be answe! 


problem, limiting 


“the solution.” 


\t least three methods are envisaged: 


celebr ated as 


improved management of the Patent 


By JEROME SHOENFELD 


all, through any single device 


Office ; coding and electronic filing of 
both patents and technical literature ; 
new patent legislation. 

Patent Office management already 
has been improved by a step every 
agency recommends allocation of 
more money. Over the past few years 
the Office has hired several hundred 
additional examiners who have pre 
vented an increase in number of ap 
plications pending. Equally impor 
tant, they have cut into the backlog, 
which, at the present rate of prog 
ress, will be eliminated in about six 
years. 
the theory issue 
so many patents because they haven't 
time sav “No.” 
to refuse if the application describes 


Examiners, runs, 


to They're expected 
something already patented or in use, 
if the 
item marks an advance so slight that 
anybody in the field could have 
thought of it had he taken the trou 
ble. Examiners, evidently, ought to 
acquaint themselves not merely with 


whether patented or not; or 


thousands of existing devices but with 
all of the pertinent literature, from 
research papers to advertisements. 
When their work loads have been re 
duced, they may be able to make a 
Start. 

Some patent lawyers excepted, no 
body thinks that it will be sufficient 
to hire more examiners, im 
portant as that is. Too much research 
Suddenly—next month, 


the number of applications 


merely 


is going on. 
perhaps 
may shoot up to a figure the staff of 
qualified examiners can’t possibly cope 
with. Moreover, like other agencies 
the Patent Office loses its men, once 
they have been trained, to the oppo 
sition—in this case to companies that 
develop new devices. 

With the help of the Bureau of 
Standards and manufacturers of com- 
puting the Patent Office 
has embarked on a vast project: to 
ot 
pick out the patents with which to 
compare new applications. The am 
bition of the Office, on its way to be 
to 


machines, 


make computers, instead people, 


ing realized, is code not 


patents 
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Top Management Approval 
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be translated directl 
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which o 


Chemical 
adapted for the machines. 


processes too easily 

At the time the coding project was 
launched, drug company researchers 
(and consequently the Patent Office ) 
happened to be busiest with hormones 
perimented with 


worked. ‘Thou 


sands of patents have been trans ribed 


and so these were ex 
first The systen 
to punch cards with which each new 
ipplic ation 1s compared 
‘The Patent Ofhce is 


with leading drug manufacturers to 


negotiating 


Companies will 


divide the responsibility for hundreds 


ode the | terature 


among then 
Patent Office 
they will prepare each re 


of scientific journals 
elves By 


questions 


answering 


earch paper for punch-card or mag 
Both the 
companies and the Patent Office will 


netic-tape transcription. 


gain. Company scientists boning up 
on a subject before undertaking new 
learn from the Patent 


‘The Pat 


ent Office, in turn, will use its punch 


research will 
Office what has been done. 


ard library to deny applications for 
the more obvious devices. A patent 
frank]; 


‘How will we eve! be able to patent 


lawyer expressed disma\ 
anything ? 
‘Those creating the codes are the 


least confident that their success with 


comprehensive study 


“How Business Buys,” the 


magazine 


chemicals will be repeated in other 
fields —- atomic energy, electronics, 
etc. “People who know nothing about 
it,” one said, “think the job is done 
as soon as you mention ‘compute! 
They don’t give us any credit.” 
Finally, there is the prospect of leg 
islation. ‘To prevent the issuance of 
which may be revoked in 
court, a simple, drastic change in law 
has been proposed. This would pro 
vide for an 


patents 


“opposition” hearing be 
fore a patent is issued, at which any 
body with an objection would have 
an opportunity to speak. Existing in 
ventions, scientific papers, photographs 
of like products all such evidence 
would be presented to the hearing 
office. An application that survived 
an examination of this type, it is 
argued, probably would survive any 
thing. Only hardy patents would be 
ssued. 

The Senate Judiciary Subcommittee 
on Patents, headed by Joseph O’Ma 
honey (D., Wyo.), has been studying 
the idea for more than a year and has 
prepared a report, written by a Pat 
ent Office expert, on how such sys 
tems work abroad. So far, the Sena 
tor has not introduced a bill and he 
is not yet sure whether he will; but 
somebody is There 
is some objection that such opposition 
would increase the work 
load of the examiners and the back 
log of the office. O’ Mahoney himself 
is fearful that larger companies would 
use such hearings to delay indefinitely 
the issuance of patents to 


almost sure to. 


hearings 


smaller 


U. S. News & World 
American corporations 
Dun & Bradstreet, Inc 


partly by personal interview 


Report provides detailed buying patterns of 
The study was conducted for the magazine by 
and Benson & Benson, Inc., partly by mail, 


rivals. 


A large proportion of patents, in 
Committee opinion, are sought not in 
order to obtain manufacturing mo 
to keep others 


trom getting them. To protect day 


In nearly all corporations, the report concludes, there is a “decision nopolies but simply 
team,” the key members of which are not contacted directly by the 
seller in a great many instances. Among manufacturing corporations, to-dav tec hniques it is said. a large 

i , aid, a larg 
for example, the president is a key man, but in only 41% does he meet company will seek a patent on ilmost 
the seller In person every operation it performs. 


O'Mahoney 


system: 


Yet top management must be sold (top management being chairman, envisions a simpler 


president, vice presidents, general manager, secretary, treasurer) and A company that merely wants 
among manufacturers the people below, on the average, have decision to protect itself and not to sue any 
making powers limited to $500 purchases, body wouldn’t need a patent. Instead 


the Patent Office could publish a de 
scription of its invention; by statute 


Here are dollar amounts above which there must be top manage 
ment approval 
% Mfrs 
and $ 200 26.6 
and 500 34.9 date of filing, 
and 1.000 55.4 get 


and 5,000 84.5 


such publication would serve as es 

dence against anybody who, after the 
sought a patent, To 
takes 


a company that applies for hun 


a patent costs money and 
time ; 


Median amount $500 


dreds every year would save much. 


Patent attorneys are skeptical. Even 
The study covers the purchasing in six major areas: office equip 
on applications concededly defensive, 
mere publication, they 
not satisfy their clients. 


the laborator 1es, the 


ment, building and plant fixtures, commercial cars and trucks, insur 


would 
‘I he men in 


insist, 


ince, machinery and equipment, raw materials and components. 


A striking feature of the study is that it is perhaps the first ambitious nvento1 . 
Inventors s 
ct of its kind that contains no media data none at all! Not 


demand the 
News & World Report except on the title 


always would patents 
tiny mention of U. § 


that mean 


prestige, money greater 


opportunities for advancement. A 
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nat went 
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while others resigned themselves to 
publication would gradually hire 
most of the inventive talent away 
from its competitors. 

Whether the bill will pass after it 
has been introduced is speculative. 
‘The system for publication has been 
merely sketched; there is no detailed 
plan. Plans will be worked out afte: 
hearings at which criticisms are ex 
pressed. 

It is an ancient complaint that 
large companies take patents in orde1 
to keep good produc ts off the market. 
‘There are supposed to be better ways 
of making just about everything, 
trom safety pins to electric genera 
tors. ‘The new, so it is argued, ruins 
investment in the old. ‘To safeguard 
themselves, companies patent and file 
away whatever new development 
might endanger them. ‘he hoarded 
patents are used only to threaten in 
fringement suits when inventors o 
small companies try to go into manu 
facture, 


What About Unused Patents? 


The idea of cancelling unused pat 
ents has been proposed. Patent law 
yers can point to sound reasons for 
patenting but not using an invention 
such as: There must be an interval 
between getting the first patent and 
completing the research that will re 
sult in a marketable product. With 
out patent protection for continuing 
research, companies would hesitate 
before embarking on costly projects. 

A bill to make exception for such 
circumstances and others would be 
hard to draft. 

These are but a few of the many 
changes in law which have been pro 
posed. ‘The subject is hot, and there 
will be more proposals, 

Long .ago, O’Mahoney acquired 
the reputation of being an “enemy of 
patents,”’ especially those granted to 
Big Business. In the thirties, the 
T.N.E.C. investigation he headed 
concentrated on abuses and_ flirted 
with changes, such as compulsory 
licensing, which would have made 
patents altogether worthless. 

In his present chairmanship 
©’ Mahoney does not seem to be tr 
ing to weaken patents but to restore 
their value. He does not believe large 
companies, which do most of the in 
venting, would be hurt if the weaker 
applications were swiftly killed. If 
companies acquired only patents they 

be reasonably sure of, he has 

they could feel freer to invest 

their development. ‘That's 

way he sees it. Others do not. 
O’Mahoney’s way seems likely to 
come about. The End 
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Only Boston 
@ SS. ~ exceeds Worcester 
91. , % 


intensive coverage by 
the Telegram-Gazette 


160,531 Daily} 
106,655 Sunday} 


*Sales Management Survey of Buying Power May 1957 
}March 31, 1957 A.B.C. Publisher's Statement 


The Worcester 
TELEGRAM ano GAZETTE 
WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, tac, 


National Representatives 


COMING: NOVEMBER 10 


The annual “Marketing on the Move” issue of Sales 
Management, in which the editors will outline marketing 
plans, preparations, projections and predictions for the 
years ahead. Pius, 1960 population data, income, sales for 


262 Metropolitan Areas. Watch for it! 


Sales Management 


gu 


Does ' business 


publication 


advertising pay ? 


Bill Kramer 
Monsanto Chemical Co 


sells to industry 


No one is in a better position to give 
a hard-boiled, practical answer to 
this question than the men who spend 
their working lives on the sales front 
... the men the ads are supposed to 
help... the men who sell. 


Here are the statements of salesmen 
who know what advertising does 
for them when it appears in the in- 
dustrial, trade or professional pub- 
lications that serve the specialized 
markets to which they sell: 


says Mr. Kramer: 


“We make many different chemicals, mostly 
standardized products that don’t have trade 
names. Many of our chemicals are purchased 
in small quantities direct and through dis 
tributors. So you might think that all I have 
to sell is price. That's not true. Thanks to 
our advertising in business papers the name 
‘Monsanto’ is known to stand for quality 
products and service. 


“We have so many small customers I can’t 
call on all of them, so advertising must carry 
a large part of the load for the small orders 
we get from such people which add up to a 
great deal of tonnage. Advertising also gets 
across the fact that we warehouse standard 
chemicals right here in the city and can give 
prompt service 


“We have such a long list of chemicals that I 
wouldn't do much of a sales job if I just read 
the list of chemicals we make on each sales 
call. So again our company uses advertising 
to let the people know all the different chem- 


icals we are prepared to deliver. Then we 
salesmen can concentrate on the individual 
prospect’s immediate requirement. 


“Of course you don’t always know exactly 
what chemicals are required by a particular 
prospect because a company can go into a 
new product, or a variant of an old one, al- 
most overnight and come up with a need for 
a chemical he’d never used before. So it’s 
pretty important for our advertising to re- 
mind all buyers just what lines we have. 


“Although many of our chemicals don’t have 
trade names, we have one silica product that 
has become known to the trade as ‘Santocel’. 
Very few people in the trade call this by its 
proper chemical name — they refer to it as 
‘Santocel’. Advertising in the trade papers 
has created this new name and made it stick. 
These are just some of the ways I know ad- 
vertising is working for me — calling on peo- 
ple I can’t get to see and calling more often 
than I can possibly do in person, and sug- 
gesting new uses for our products.” 
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Harold Robus 


Shuron Optical Company 
selis to wholesalers 


says Mr. Robus: 


“My direct customers are wholesalers — dis 

tributors with optical laboratories who sell 
to and fill prescriptions for optometrists, 
ophthalmologists and opticians. These men 
in turn are my secondary, though nonetheless 
important, customers. I do a lot of so-called 
missionary work with them, and I also write. 
a lot of orders that are billed, of course, 
through the wholesaler of their choice. 


“My company’s trade advertising in profes- 
sional journals is directed to these men who 
examine eyes and dispense eyewear. It has 
several purposes. First, it sells the company 
and its policies. Then we use it to introduce 
new products and all important specifications 
such as styles, colors, sizes and availability 
Another aim of our advertising is to keep 
the ‘retailer’ sold on products that he has 
ordered from me or from his wholesaler. 


“I know our advertising does a job when I 
hear constant references to ‘the SHURON ad 
I saw recently’ or ‘that new frame I saw in 
your ad.’ 


“It has been my experience that all three 
types of advertising are important, but that 
keeping the ‘retailer’ sold on SHURON prod 
ucts is the most vital. It helps bolster his 
confidence in his own judgment and cuts 
down my competitors’ chances of selling him 
between my calls 


“Yes, I list advertising as No. 2 in importance 
in selling our products. When I put it in sec 
ond position I put it ahead of salesmen 
Here’s the way I see it. Number one — you 
have to have a good product. Number two 
you have to have a good advertising cam 
paign. Number three — you have to have good 
men to follow up the advertising. 


“That's my opinion.” 


Glen Chase 


Yarnall-Waring Company 


selis to industry 
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says Mr. Chase: 


“I have been selling Yarway products for 
over seven years, and I'll have to admit that 
I’ve taken the trade paper advertising for 
granted. But when I stop to think I realize it’s 
out there working for me all the time. 


“For instance, I never have to tell my pros 
pects who YARNALL-WARING is, or what they 
make. Often I don’t even have to tell them 
why they should see me and find out what 
I’ve got to offer. The advertising has done 
much of the who, what, and why of selling 
before I make my contact. 


“Here’s an example: I recently had a phone 
call from a potential customer that I’d never 


even called on. He was having trouble with a 
competitive product. He’d seen our ads and 
wanted to try my product. That’s one time 
when my sale consisted merely of writing 
the order. Advertising really made the sale. 


“The advertising has given people a good 
impression of our company, too. This is sur 
prising, when you stop to think about it, be 
cause we are a relatively small organization. 


“Our name is YARNALL-WARING 
but a great many people say ‘Yarway’, I be- 
lieve this use of our trade-mark may be due 
to the wide use of the company trade-mark 
in our trade paper advertisements, on our 


company 


product name plates, shipping cartons and 
stationery.” 


Ask your own salesmen what your com- 
pany’s business publication advertising does for 
them. If their answers are generally favorable, 
you can be sure that your business publication 
advertising is really helping them sell. If too 


many answers are negative, it could well pay you 
to review your advertising objectives — and to 
make sure the publications that carry your ad- 
vertising are read by the men who must be sold. 


How salesmen use their companies’ 
advertising to get more business 


Here's a useful and effective package of ideas for the sales 
manager, advertising manager or agency man who would 
like to get more horsepower out of his advertising. Send for 
a free copy of the pocket size booklet entitled, ‘‘How Sales 
men Use Business Publication Advertising in Their Sell 
ing,’’ which reports the successful methods employed by 
eleven saleamen who tell how they get more value out of 
their companies’ advertising 


You'll find represented many interesting 
variations in how they do this. Some are 
very ingenious; all are effective. You can 
be sure that more of your salesmen will 
use your advertising after they read how 
others get business through simple 
methoc 


—— ae) 
| 


The cow is for your convenience in 
sending for your free copy. Then, if you 
decide you want to provide your salesmen 
with additional copies, they are available 
from NBP Headquarters in Washington, 
at twenty-five cents each. Or if you choose 
you can rint the material yourself and 
distribute it as widely as you please. But 
first, send for your free copy 
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NATIONAL BUSINESS PUBLICATIONS, INC. 


.. each of which serves a 
specialized market in a specific 
industry, trade or profession. 


NATIONAL BUSINESS PUBLICATIONS, INC. 
Department 58 

1413 K Street, N. W. 

Washington 5, D. C. Sterling 3-7533 
Please send me a free copy of the NBP booklet 
“How Salesmen Use Business Publication 
Advertising in Their Selling.” 


Company 
Street Address 


Zone State 


coverage 


A 


wy 


of EA 


| 


r 1 and SMALL 
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as 


metalworking 
plants eee 


only modern machine shop 
offers you... 
Largest circulation 


Largest number of 
plants covered 


Lowest cost per thousand 


52,000 


34,000 
just $6.10 


Plus outstanding proof of advertising 
results: In 1956, Modern Machine Shop 
carried more pages of advertising than 
any other metalworking monthly ! 

With Modern Machine Shop's massive 
circulation, you get the most complete 
coverage of all metalworking plants 
large, medium and small—plus deep 
penetration of the larger plants. Its good, 
big circulation is scientifically designed 
to do a thorough job in America’s biggest 
industry ! 


For results you can see, put your 


money where your market is... in 


G&D 


modern machine shop 
431 Main Street, Cincinnati 2, Ohio 


Also publishers of Products Finishing 
and Products Finishing Directory 
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Is There a Cure for 
“Letteritis’ ? 


Letteritis: 


disease that infects sales letters, 


making them deadly dull, often unintelligible 
not SALES letters at all. Symptoms: 


strange 


words and word combinations that 


seldom, tf ever, are used in spoken English. 


By SPENCER HUKILL 


Perhaps an examination of a very 
sick patient will make our point, and 
help make your sales letters sell. Meet 
the patient, a letter to the well known 
Richard Roe: 


Dear Mr. Roe: 

Your letter to hand and I am 
advised that your claim for a 
Therefore, 
enclosed please find herewith re 
mittance in the amount of forty 
dollars ($40.00), forwarded per 
authorization of our treasurer. 


refund is in order. 


We trust that the foregoing 
meets With your approval and is 
fully in accordance with your re 
quest. The wishes to 
thank you for calling our atten- 
tion to same. 


writer 


Trusting that we may continue 
to be favored with your business, 
we remain 

Very truly yours, 
John Doe 
Sales Manager 


Operation imperative: 

Sometimes it’s better to tear a letter 
down and start all over again. 

‘There are of course many ways to 
cover the subject of the letter to Mr. 
Roe. This is one which would prob 
ably make him a more gratified cus 
tomer: 


Dear Mr. Roe: 
Here’s our check for forty dol 
lars. 


Many 


thanks for writing 


about your overpayment to us. 
Of course we looked into our 
records immediately. 

First, we are indeed sorry 
that our cashier did not note that 
you had overpaid. It was em- 
barrassing to learn, on looking 
further, that our invoice was 
poorly itemized. It led you, quite 
naturally, to misunderstand the 
amount due. 

I hope that in future our serv- 
ice will match the high quality 
of our product, which we know 
you've used with satisfaction for 
several years. 

Sincerely, 
John Doe 
Sales Manager 


About those bugaboos 
from way back: 


“Never end a sentence with a prepo- 
sition.’ Masters of writing do it and 

re more readable because they do. 

‘The great Winston Churchill does 
it. Once when a writer “corrected” 
several such “defects” in a speech 
about to be published, and submitted 
it for OK, Churchill exploded. 
“That,” he said, “is something up 
with which I will not put!” He made 
his point. Obviously he well knew it 
was better to say “That's something 
I won't put up with.” 

“Never split an infinitive.” Appar- 
ently the only argument against 
splitting is that you can’t split a Latin 
infinitive; they’re all one word! 
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INCREASE 
SALES 300%! 


ANNOUNCING A NEW TELEPHONE SERVICE FOR NATIONAL AD.- 
VERTISERS that forcefully supplements all methods of product-identification and 
customer pre-selling through advertising space. At last, here is an opportunity for 
manufacturers and their advertising agencies to increase sales by as much as 300%, by 


making advertising immediately effective at the local level with safety. 


The United Information Service Complete and valuable market data 
strengthens advertising and supplements which will be of significant help to adver 
selling in 1000 major markets, cove ring more tising agents in assessing the effectiveness of 
than 90° of the consumer sales in the the advertising message, is availabl upon 
United States. The U.L.S. method offers ad request 
vertisers and their agencies certain outstand ‘ oe 
ing advantages Consumer goodwill is assured 
’ . rw because any questions concerning adver 
Greater benefits from all advertising 


tised products are answered immediately by 
expenditures 


United Information Service operators who are 
by making it easy for potential customers on duty 18 hours a day, seven days a weel 
to find and tas hase advertised roducts Dealer goodn ill is maintained 
Customers are never exposed to because the United Information Service 
Competitors Rives retailers penuine leads to de veloy 


as they might be if referred to the Yellow Other valuable é 
Pages for names of local dealers or allowed United Informaiton § 
to shoy around for i dealer 1000 f 


rl 


(OS [LPVONLPONL Lhe 


Fee eveeeeosseseeeeaneoeooeeeeee" 


IT WILL PAY YOU TO LEARN 
MORE ABOUT THIS UNUSUAL 


AND BENEFICIAL TELEPHONE 
SERVICE TODAY 


MAIL COUPON NOW 


UNITED INFORMATION SERVICE 
Wellesiey Hills 81, Mase. or 
6 Maiden Lane, New York City, New York 


Gentlemen 

I am interested in receiving full infor 
concerning the United 
ind how it can he ly 
Please end me the 


SALES INCREASI 
Name 


Company 


Address 


for your copy of the FREE LEAFLET entitied SALES 
INCREASE UP TO 300%? The interesting story and full 
details of the United Information Service will be sent to 


UNITED INFORMATION SERVICI 
you promptly at no obligation. : 


100 per cent owned subsidiary / 
lore Corporation, which is baa 
experience in serving national adt 


all kinds of product 
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PROMOTING OR 
PRESSURIZING 


TOYCO 


BALLOONS 


DO THE JOB 
FOR YOU! 


Any pro in promotion knows 
young and old respond to bal- 
loons, and in “pressurizing”... 
well, parents purchase where 
kids get premiums they like, like 
balloons 

Toyco gives better deale on im- 
printed balloons—smaller 
quantities at lower cost! Order 
as few as 500, if that serves your 
need. Toyco 7” round balloons, 
printed one side, $17.50 per 
thousand; printed two sides, 
$22.75. Toyco 4413 Airship (4” 
diameter, 18” length) $16.45 per 
thousand, printed one side; 
$21.70 printed two sides. 

Toy with the TOYCO thought 
for your promoting or 
pressurizing 


FOREMOST 


DIVISION 
THE FAULTLESS RUBBER COMPANY 


Ashiand, Ohle 


DISPLAY *” SELL 


“LAZY 


SUSIE-SELL” 


and permanent 


Definitely! More important 
i} hil tersatile A natural to di 
all type of product 
appliance ete 


ittion throughout 


bewet 
Aleo available ‘ ‘ 
in alternate CAKRKIE-SELI 


NORTHLITE CORPORATION 


2226 Fourth Street Peru, Illinois 
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Isn't it 
live’ than 
really’? 


ow ler 5 


better to write “to really 


really 
(This example comes from 
“Nlodern English Usage.’ 
Fowler was co-author of the “Oxtord 
I-nglish Dictionary.” ) 


to live Oo! to live 


“Never telescope words in a letter.” 
ure you can! In conversation you 
Writing it in 


warmth and in 


\ we ll,” 
a letter makes for 
formality, and sounds like you. 
“Never write I.’ Sure you can 

ind often should! “We went to New 
York” is not clear. Who are “we? 
Went to New York is no better. 
You re still 


The writer 


a\ | ve or 


understood. 
went to New York’’ is 


worse yet. What writer, Ernest Hem 


? 


saying “I 


ingway 


Let's 
interest of 


muster our courage in the 
clarity and out with it: 
“T went to New York.” ‘This state- 
ment is neither boastful, egotistical, 
egocentric nor self-promotional. 

After all, what's the difference be- 
dull and letters? 
much the same as that be- 
dull and interesting people? 
Isn't it largely personality ? 


tween 
Isn’t it 
tween 


interesting 


Let's assume... 

The dull letter lacks the writer's 
personality. One way to make letters 
come to life is to make the assumption 
that you're talking to your customer 
Dictate what you'd say, 
forgetting the old letter forms. 

It’s as simple as that to help stamp 
out letteritis. The End 


In person. 


pread ° 


Symptoms 

Tired old phrases 
We are advised 

Your 


yout 


lette: of even date 
request 
are torwarding you 


| he desired 


intormation 
In accordance with letter of 
September | | 
the booklet you requested, 


| nder 


yout 
en lose herewith 


separate covel 


Remittance 
He rewith 


Your letter to hand 
lhe writer 

‘ceived same 
I’enclosed please find 
loregoing suggestion 


Il. Awkward constructions 


We have discussed your request tor 
the exact whi h your 
widgets will be transported with 
Vr. Blank of our trafhie depart 


ment 


routes over 


W c are 


ment 


sending you the equip 


with which to do the work. 


Really to sell is stimulating 


lo sell really, Is stimulating 


We shall 


by letter. 


communicate with you 


Freshen Your Phrases 


Most business correspondence suffers from letteritis to a degree. ‘This 
tabulation is in the interest of lessening the infection and preventing its 


Cures 


Fresh new phrases: 

We're told 

The letter you wrote us today 
As you asked 

We're sending you 
The information you 
asked for) 

Here's the booklet you 
in your September 1 


want (or 


asked tor 
letter 


Separately 

$5 parcel post 
$y express 
Check 
Payment 


With this 


| ri losed 


letter 


I've read our letter with interest 


| 

Re eived if 
Enclosed is 
that ) 


| his (or suggestion 


Simple constructions 

Vr Blank probably is not going 
along.) We 
question with 
trafh 


hav e disc ussed 


Mr. 
department. He says ship 
ment of your widgets will be made 
Via Pittsburgh and Fort Wayne. 


you! 


Brown oft our 


to do the work with 


‘To really sell is stimulating 


We'll write vou. 
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) 
me, to the Post Gazette 
put them to work for 


How Straight is Curved? 


Want to prevent your sales promotion plans from boomeranging? Well, 
here’s the sure way to make your sales curve do a kangaroo jump sky- 
ward. Aim your advertising at the rich heart of America’s 8th Market— 
put the Post-Gazette’s high acceptance, broad coverage and low cost to 
work for you in Pittsburgh. More and more advertisers are doing it—which 


explains why... 


E65! GomeMX1? HAS Hafyaaned, in, Pitaterghel 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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Why Flip Charts Flop 


If you add up the good and the bad about this widely used 
presentation technique, and strike a balance, what do you 
get? In the opinion of these authors, you come out with a 
conviction that flip charts, under many conditions, fall 
short of the requirements of professional salesmanship. 


By VIRGINIA and PERCY BLACK 


lor a number of years, flip charts 
have been in use among businessmen 
as a Selling device for quickly and 
easily conveying their message to cus 
tome! ‘The method utilizes a pre- 
assembled book-form chart, often 
spiral bound for easy manipulation, 
with cardboard pages on which large 
attractive lettering and an_ occa 
sional decoration communicates sell 
ing point ‘The salesman flips this 
chart before his audience and reads 
aloud the 
adding auditory to visual stimulation. 
Sometime 


words contained on it, 


the salesman enlarges on 
the text, drawing from additional ex 
planatory material printed in small 
type on the back of the chart. 

‘The purpose of the flip chart is 
to leave a strong and unforgettable 
impre on upon the client. 
What are the Advantages of 
the Flip Chart? 


1. ‘The flip chart indicates prepara- 
tion on the part of the company and 
its sale When the salesman 
does not have to make an impromptu 
speech, his words have greater “depth” 
than if he spoke “off the top of his 
head.” 


force 


’ ‘The flip chart implies company 
Sanction of its message. ‘The words 
on it are, as it were, out of the horse’s 
mouth——not out of the salesman’s 
mouth 


3. ‘The written word seems some- 
how less fly-by night than the spoken 
word, giving a sense of company sta 
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bility. And if the company prints 
it—then it must be so. 

4. Visual impressions are, as is well 
known, the strongest medium of in- 
struction. ‘heir impact is felt longer 
than that of auditory stimuli. At 
tractive formats, decora- 
tions, color—all can be effectively em- 
ployed with the flip chart. 


cartoons, 


5. Finally, the salesman leads the 
viewer through a logical sequence of 
sales points which lead naturally to 
the conclusion he wants to reach. If 
the viewer -asks diverting questions, 
the next chart restores order to the 
presentation. 

The flip chart is apparently con 
sidered satisfactory since it is. still 
widely used. Certainly no one can 
question the worth of its 
objective: to inform the client, with 
maximum speed, efficiency, and sim 
plicity, of the nature of the product, 
or idea, to be sold. 


seriously 


But is the Flip Chart Really an Effec- 
tive Medium of Communication? Our 
purpose here is to take a new look 
at the flip chart as a method of 
communicating with clients. It has 
been our observation that, despite its 
seeming success in getting its message 
across, the flip chart seldom of itself 
sells anything to anyone. 

(The authors wish to express their grati- 
tude to Messrs. Parker Frisselle, William 
Everson and Joseph Sherk of The Dow 
Chemical Co. for constructive criticism 
in the preparation of this article.—The 
Editors. ) 


The flip chart, we would further 
add, not only is of limited use as a 
selling device. It can be detrimental: 
Occasionally it creates client-resistance 
to the company’s claims. 

The merits of the flip chart de- 
rive not from its intrinsic value but 
from other elements associated with 
its use. The personality or reputation 
of the salesman, the prestige of the 
company he represents, his comments 
as he presents the chart, these are the 
factors responsible for producing sales. 
If they are present, the flip chart 
works; without these factors to lean 
on, it flops. 

The flip chart approach to purchas- 
ing agents and prospective clients, we 
believe, does more disservice than 
service to the company that uses it. 


Why? 


The Flip Chart Arouses Unpleasant 
Emotions and Memories. What im 
pression is ‘left on the prospective 
client who is exposed to the flip chart ? 
Is it not this? 


1. The client feels he is being 
talked down to. He feels his intel 
ligence is being questioned. “I can 
read myself!” said the purchasing 
agent of a major Midwestern lumber 
company. He, typical of many, ex- 
hibited some defensiveness when he 
was asked how he felt about salesmen 
who approached him with a flip chart. 
“T would rather have the informa- 
tion before the representative called 
on me,” he said. “You gain more 
knowledge and retain more of the 
product that way than you do with 
a flip chart. It gripes me to have a 
flip chart in front of me.” 

The flip chart seems to recreate 
in the client’s mind an earlier situa- 
tion when he was a grammar-school 
boy obediently at lessons. ‘The now 
grown-up individual recalls himself 
at school, sitting before his teacher 
who is teaching the ABC’s with the 
use of flip cards or blackboard letter 
ing in large print. She, like the sales- 
man, voices a cut-and-dried explana 
tion of the lesson, or unimaginatively 
accompanies the visual aids with ma- 
terial printed on the back of the 
cards to help her get the material 
across to her pupils. 

The client at the promotional ses 
sion where a flip chart is being used 
lives again the emotions of his school- 
boy days, when he, the pupil, was 
being talked down to by the teacher. 
Now, as a mature individual, he re- 
sents an approach which returns him 
to the position of a schoolboy and be- 
littles his intelligence. 


2. The flip chart is like a doctor’s 
prescription, to be taken but not 
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necessarily enjoyed. Added to the 

client’s resentment at having his in- 

tellectual ability subtly underesti- —_ 
mated is the unpleasant feeling of 

having to take orders. Since, as a 

purchasing agent, he is used to giv- YOUNG GIANT MARKET 
ing orders, he resents taking them. 

“You can’t tell me anything!’ is his 

attitude. Such an attitude would not 

be triggered by a less dogmatic ap 

proach, but the manner in which the 

flip chart sets forth its message re 

minds him of the way the doctor 

says, ‘“Take this... do that.” The 

client’s negative feelings are aroused, 

and he thinks to himself, “The devil 

1 will!” 


3. A further influence for client 
resistance is the fact that the flip 
chart method leaves little to his 
imagination. It tells everything. It’s 
all there, in black and white. Again 
his intelligence is insulted by the use 
of a visual replica of the word cards 


his teacher used when he learned to 1956 Food Store Sales: 


read. Everyone likes a message to be 
clear. But no one likes it to be over- $229 630 o0o0Q00 
simplified. ‘The flip chart fills in all ’ f 

the gaps; no thought, imagination, or 
interpretation is necessary. Indeed 
they are discouraged. The flip chart 


blocks thought instead of releasing 
it. the West — ranks 24th among 


San Diego — Young Giant Market of 


the nation’s 262 Metropolitan County 
4. The personal factor in salesman 


ship is woefully lacking when a flip 
chart is used. 


Markets in food store sales 


The salesman, rather than looking 
directly at his client and addressing 
him, often stands behind his cards, 
reading. While he supplements the — 
chart with a few relevant words, ou aa LI 
they generally are not freely chosen as L rial =x 


but restricted to the printed ma 


= a —— —— — 
terial. Hence instead of watching 22! aura CIm eee a sa ai ' 


the salesman and engaging in a free 


= 


con ersation, the client is left gaping bigger than — 
at a cold, impersonal card with which 
ED Spo ISNT Ri, aye a Denver, Colorado " $226,900,000 
back to a book! Columbus, Ohio . . . 188,811,000 
New Orleans, Louisiana 174,462,000 
Indianapolis, Indiana . ° 168,797,000 
Rochester, New York . . 156,183,000 


Ihe flip chart is associated with 
by-gone high pressure tactics in sales 
manship. It revives memories of the 
old-time insurance shark who flipped 
out his pad and pen when he had Reach and sell San Diego through the 83% saturation coverage of 
the customer over a barrel and said. The San Diego Union and Evening Tribune — two great and growing 
‘Sign here.” Or of the loose and newspapers which are keeping pace with the Young Giant Market 


easy foot-in-the-door appliance man they serve 


whose sales talk was begun and 

finished before the startled customer Sales estimates copyrighted 1957 Sales Management Survey of Buying Power 
, duction not licensed 

had time to close the door. ‘The flip 


chart mechanism is too commercial 


Further repro 


hi 
t vIOIIE seemea ‘ 5 > 
00 obviou . It eem slic k 15 “Hometown” Newspapers covering Son [ 
thetic. ‘The feeling it arouses is, “Can The Ring & of Truth Coliforr 


a Northern Illinois Springfield 
anything so spectacular and cheap ilinois ~ and Greater Los Angeles 


be honest ?” COPLEY NEWSPAPERS ff re? he COPLEY Woshingion Buren 


the COPLEY News Service 


6. Everyone uses the flip chart. REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC 
There’s nothing new about it an EO AI NS TIER 
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KOA-Radio can fit perfectly into 
any advertising plan, large or 
small. In fact, it’s the only radio 
-outfitted in every way — 
to sell the entire Western Market. 
PROGRAMMING -— has been skill 
fully tailored by KOA-Radio 
since 1925. |t programs popu- 
lar local and regional shows 
to fit and please the tastes of 
4,000,000 Westerners. 
ALTERATIONS ore unnecessary 
buy KOA-Radio, 
Your sales message fold by 


station 


when you 


KOA is sold by KOA 

throughout the rich Western 

Market! 

j ~~ a> 

Represented / -) 4 
by / | py 
Henry | 4 
Christal 
Co., Inc 
DENVER 


o/47 


One of America’s great radio stations 


850 Ke 50,000 WATTS 


A 
GOOD 
LAW 
To 
BREAK 


The law of averages says that 
cancer will kill one out of every 
six Americans, But the law does 
not have to prevail, You can help 
break it in two ways. By having a 

thorough medical checkup every year 

ind by sending a contribution to 
your Unit of the American Cancer Society 


or to Cancer, c/o your town's Postmaster 


Fight cancer with a checkup and a check 


AMERICAN CANCER SOCIETY 


4 


more. It have something sig 


nificant to say, but its 


may 
manner of 
tired as yesterday's 
newspaper. Old tricks are funny only 
to someone who has never seen them. 

‘The who 
through the same show day in 


saying it Is as 


businessman must sit 
and 
It is difficult 


to sell him a new idea if it’s presented 


day out becomes bored. 
in an old form 


Inter-vs-Intra-Company Presentations: 
Flip charts can be of value in presen- 
tations within a company. Familiarity 
with the person presenting the chart 
make the 
It is assumed that the person present- 
little 
over on his 


helps audience 


receptive. 
ing the chart has interest in 


putting one own com 


pany; audience and flip chart speaker 
have a common interest. 

However, in the 
a flip chart by 


another 


presentation of 
one organization to 
the barrier of unfamiliarity 
first be broken. Unless the 
salesman creates an impression of him 
a sincere and likeable fellow, 

chart can be 


must 


self as 
his Hip 
hindrance to 


more of a 
a help. It 


increases the psy hologic al distance be 


him than 
tween him and his audience, whereas 
what he needs to do is decrease this 
distance and establish a favorable at 


titude toward himself, as a_ person, 


and toward what he has to sell. 


Pictures 


of Suc cess . 


If Not the Flip Chart—What Then? 

What can the salesman do to 
present his material in a brief, ef- 
fective, and memorable manner with- 
out using the flip chart? How can 
he gain its advantages without the 
burden of its drawbacks ? 

He can resort to the simplicity of 
direct He can give 
his message forthrightly to hws au- 
dience, facing them as he speaks and 
conveying his message in clear-cut 
‘Through his per- 
formance he can create confidence in 
himself and in his company. 


communication. 


ideas. personal 


A salesman can use printed ma 
terial (to be left with his customer ) 
as a supplement to his personal de- 
livery, instead of serving as a supple 
ment to the flip chart. One pur- 
chasing agent commented, “ ...A 
layout of the merchandise 
help me. I'd like to study it myself. 
He should leave me the information 


would 


to look over so I could give him my 
reactions on his return trip.” 

‘The salesman, speaking directly to 
the client, throws the selling emphasis 
where it belongs—on the man who 
stands as embodiment of his company. 
an individual can convey a 
sense of responsibility, and suggest the 
stability and integrity 


For only 


which secures 
a loyal clientele for any company. 
The End 


Beautiful furs—sales incen 


tive achievement awards gilt 


Write 


lor « atalog, “I urs In the New “’ 


when it’s an occasion 


VICTOR ASSELIN FUR, INC. 
363 SEVENTH AVENUE, NEW YORK 


HERE IS THE CHOICE MARKET 


of the 
MID-WEST 


AND | SIZZLING with 


these choice 
_| Market features: 


@ 46 rich counties in a progres- 

sive 4 state trade territory 

centering in Sioux City — 

with 

@ Population 

@ Effective Huying 

$1.178.658 000 

@ Averace Farm Income (1955) 
SI1.132. (Nearly double the 

national ave. ef $6,629) 


FLAVORED with the dom 
inating coverage of the Siour 


City Newspapers—serving 300 000 


797 600 
Income 


daily readers. 


Che Sioux City Journal . JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC 
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Use them for fast, (aston territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conven- 
iently apply the May 10, 1957 SALES MANAGE- 
MENT Survey of Buying Power to your own 
market areas 

Market Statistics, Inc. will prepare these IBM 
analyses for you quickly. Or if you have your 
own IBM installation, you can prepare them 
automatically in your own office, as do over 
200 leading companies today. 

In addition to the factors shown above, many 
other specialized indexes are available on county 
cards; Index of Urban Demand (for styled 


merchandise ), Index of Office Equipment De 
mand, Index of Resort Activity, Growth Factors 
(to isolate areas of rapid or slow growth) TV 
homes as of January |, 1957, plus all major 


Census marketing benchmarks (age, distribu 
uuons, etc.) 


It is only necessary to determine what factors 
(or combinations thereof) would reflect de 
mand for your product. If you have any ques 
tions on this, you may without obligation 
consult with our staff for correlation studies 
of your own sales to isolate your key marketing 
factors. 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT MAGAZINE 
432 Fourth Avenue, New York 16, N.Y.—MU 4-3559 
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... to Move Higher up in Management ? 


(continued from page 35) 


ire in the right direction But they 
inno Wa hift the primary responsi 
bility for an executive development. 


In the final analysi the most that 


in ompany can do is create a cli 
mate favorable to self-development. 
For rile ndividual wants to 
grow no training program that ha 
eve been «ce ed will be effective 

Furthermore, an executive with his 


lee on the ground does not wait tor 
it formal training program to begin 
preparing himself for 
{ rile t tian ha 


promotion 
demonstrated some 


ipacity for ade clopment on his own 


hye not likely to be chosen for ad 
ed training 
Ihe first tep an ales executive 
hould take towards a higher level 
ob there tore | to a ume responsi 
| 


Naping hi own develop 


Elements of a Personal Development 


Program The elements that a sales 
executive personal de clopment pro 
yran hould include will be deter 
mined by what he needs most to learn 
Ih eflects |} formal education, the 
extent of his work experience, and 
the ilibre of the executives with 
whom he has had personal contact 

\nyone with graduate training in 
b ne idministration has been eX 
posed to many of the basi concepts 

olved in becoming a_— successful 
execuft ( It yoing to become in 
reasing| difhcult for anyone to 
ichieve a top management position 
vitho ha ny had ome formal bu 1 
( trainu Perhaps the best ¢ 
dence of this trend is that a numbet 
ot tore n oOuntries have begun to 
levelop their own graduate schools 
of b re idministration with the 
hel; of American protessor 

Yet 1 1 top execut ( ha e 
ihieved their positios without the 
henetit ! rraduate training some 
} 


ive developed their know-how by 


taking orrespondence cout es. Others 
have attended evening classes in local 
niversitie And most of them are 
iid readers of busine literat ire 
kiver iles executive should in 
vento hi kills and define his de 
velopment needs For instance the 
ile execut c who recognizes a 
WAKE in his knowledge or a 
counting should think about taking a 
course inf accounting I here are eX 
cellent orrespondence courses that 
can be taken even by a man who 
must be constantly on the road in his 


present job 
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Such an inventory can also point 
up the need for different types of 
work experience. A man who has had 
only field experience may thus come 
to recognize the importance of taking 
a staff job, when it is offered to him. 
He may even take steps to get him- 
self transferred into such a job at the 
Knowledge 
of what kind of experience is most 
needed can also be of help should it 
become necessary to move to another 
job. 


right stage in his career. 


Finally, the calibre of a sales execu 
tive’s contacts can have a tremendous 
influence on his rate of development. 
ne advantage of well-born men is 
the opportunity they have from an 
early age to rub shoulders with top 
executives in a wide variety of fields. 
Such contacts develop valuable in 
ights that come much more slowls 
to those who have not had the privi 
lege of such associations, 

In some cases, a man can do little 
to develop such contacts. Sut every 
sales executive should be alert to op 
portunities to do so. Participation in 
trade and professional association 
activities or in local community proj 
ects often provide such opportunities, 
Writing or speaking on subjects of 
interest to other executives is another 
way o! attracting the favorable at 
tention of key people. 

‘Thus, each individual can chart his 
own program oft self development. 
Pursued effectively and in a relaxed 
frame of mind over a period of time, 
uch a program 1s bound to produce 


results Why then are 


executives not pursuing a course of 


more sales 
personal career development ? 


Limitations On Personal Growth of 
Sales Executives. [imitations on the 
personal growth of sales executives 
are generally of two kinds: internal 
and external. ‘The strength of the 
limitations depends in most instances 
on the individual’s willingness to pay 
the price required to overcome them. 


Internal 


limitations bal lude such 


things as: 
1. self-sati faction; 


unwillingness to recognize short 


COMINGS ; 
’, laziness ; 


+. lack of imagination ; 


vA 


inability to think analytically. 


The first step towards personal 
growth is to be dissatisfied with things 
as they are. Many sales executives 
are satisfied simply because they have 
never thought of themselves as poten- 
tial top executive material. 

On the other hand, many sales 
executives are ambitious to achieve 
promotion, but are unwilling to rec- 
ognize their limitations. As a conse- 
quence, they fail to take the steps 
necessary to prepare themselves for 
advancement. In many 
stems from lack of humility. In other 
cases, it is simply a form of rationali- 
zation to avoid the effort required to 
correct personal shortcomings. 

Laziness is a fault to which few 
sales executives will admit. But many 
sales executives are always too busy 
to take the time to think about their 
personal career development  prob- 
lems. Intense activity on routine re- 


cases, this 


sponsibilities is often used as an ex- 
cuse for failing to take action on the 
much tougher problems involved in 
career development. Essentially this 
is just mental laziness. 

On the other hand, some sales ex- 
ecutives simply lack the imagination 
to see themselves as top management 
They are so limited in 
vision that they are unable to project 
themselves into higher level positions, 


exec uti . & 


to “try them on for size.”’ Thus, they 
never can see clearly their own short- 
comings for such positions. 

Finally, many sales executives can 
not think analytically. They grow up 
in their jobs either taking orders or 
relying on past experience. When 
change and create new 
problems, they are unable to devise 
Such 
men can’t see the forest for the trees 
particularly with regard to their own 
career development problems. 

The able sales executive who has 
none of these limitations usually finds 


conditions 


sound solutions on their own. 


it possible to move ahead in his com 
pany over a period of time to higher 
level jobs. Some companies, however 
are still putting roadblocks in the 
way of able men. Such roadblocks in 
clude: 


1. withholding all responsibility 
tor profits ; 


effort to de- 
velop broader experience or 


2. discouraging any 


knowledge of the business as a 
whole ; 


3. failing to provide needed educa- 
tional opportunities. 


When a 


along strictly 


company is organized 
functional lines, sales 
executives may be given little oppor- 
tunity to think about the overall 


SALES MANAGEMENT 


problems. For instance, in some com 
panies information about costs and 
margins is so closely held by a few 
key men that the average sales execu 
tive has no knowledge of the factors 
that influence the profit structure of 
the business. ‘This policy tends to 
create one-sided sales executives who 
can think only in terms of sales vol 
ume. 

The trend towards adoption of the 
“total marketing’ concept is helping 
to remove this roadblock. For as team 
work is encouraged in profit planning, 
sales executives have an opportunity 
to learn the economics of their indus 
tries as they come up through the 
ranks. 

Other companies limit the develop 
ment of their sales executives by dis 
couraging any effort to broaden ex 
perience or knowledge of the business 
as a whole. Some companies frown 
on a sales executive who seeks to be 
come active im any outside organiza 
tion on the principle that such effort 
diverts his attention from the busi 
ness at hand. Other companies place 
restrictions on writing or speaking 
which make it difficult for a_ sales 
executive to develop a personal repu 
tation beyond his assigned area. Still 
others keep sales executives too long 
in one job, and deprive them of the 
chance to expand their know-how 
through periodic job rotation. 

Some companies are not even aware 
of the problem, so they are doing 
nothing. ‘Their executives are becom 
ing older, with no adequate replace 
ments in sight. Under intense com- 
petitive pressure, such companies are 
likely to experience great difficulty in 
maintaining their share of market in 
the future. 

Finally, many companies still have 
no formal training or development 
programs for sales executives. Sales 
executives are not encouraged to take 
courses to broaden their experience. 
They are not given opportunities to 
participate in advanced management 
training programs. Fortunately, the 
number of such companies is rapidly 
decreasing. 


What About The Future? Looking 
ahead, astute observers are beginning 
to ask: “Where are our executives 
going to come from in the next five 
to ten years?” “Is the present short 
age ot capable marketing executives 
going to become more severe?’ 
“What are companies going to do to 
increase the pool ot promotable men ?” 

As businesses grow, the need for 
more and better executive manpower 
grows. ‘This reflects not only the 
larger number of transactions, but 
also the fact that planning and co 
ordination problems seem to multiply 
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in geometric, rather than arithmetic, 
proportions as a business expands. 
Schools of business administration 
have been rapidly expanding their 
operations to train more potential 
executives and to provide advanced 
programs for promotable men. But 
schools aren't growing fast enough to 
keep pace with the demands of indus 
try. They have neither the facilities 
nor the staff required, and cannot get 
them quickly. What then will com 


panies do to insure their future s ip 


? 


ply of executive Manpower! 

Some managements recruit execu 
tive manpower trom other companies, 
This creates great morale problems a 
older employes are denied opportunl 
ties for advancement, even though 
they are obviously not qualified to fill 
the openings. Such a policy tends to 
increase costs by forcing up the levels 
of executive compensation. It also 
dries up the initiative of able younge: 
men who see little chance for promo 
tion, 

Other companies have planned pro 
grams for developing executive man 
power. General Electric has long had 
a policy of recruiting men trom col 
leges and training them. Recently 
the company organized its own ad 
vanced management school. Addi 
tional steps have been taken to en 
courage individual employes at every 


level to develop their own executive 


abilities. A number of other leading 
companies have been WoOrKINE atony 
similar lines. As a result, men are 
being advanced quickly to position 
where they can demonstrate their po 
tential executive ability at an earlier 
age. Men who show such ability are 
helped to broaden their experience bi 
a planned program of job rotation 
They are also stimulated to de lop 
their own skills by all ot the means 
mentioned earlier in thi Liscussion 
Many of these executive eventually 
decide to accept position 1 other 
firms for a variety of reason But 
the companies with training programs 
attract a steady stream ot able young 


men, and seem to experience re lativel) 
little dithculty in keeping their execu 
tive positions properly stafted 
Whether or not the total supply 
ot potential executives will ever fully 
meet the needs of American industry 
ut the 


signs are encouraging that the prob 


it 
is still a matter of question Bi 
lem is receivingg increasing attention 
in more and more progressive com 
panies. As individual sales executives 
become aware of ways in which they 
can increase their own opportunities 
for promotion, the number and qual 
ity of potential top management ex 
ecutives should increase steadily over 


the next few years The End 


IT HAPPENS EVERY DAY 


——— 


TL BE LUCKY TO GET 5 MINUTES WITH EACH OF THESE GUYS — ANO THEN 
THEY Wit HAVE TO TRANSMIT MY PITLH TOTHEIR COMMITTEES 


SOME SOLID PRESELLING IN NEW ENGLANO’'S YANKEE GROCER 
SURE WOULD SPEED UPA SALES MANAGER'S JOB. (Advertisement) 
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General Sales Manager 
Heating and Air Conditioning 


Expanding, fully integrated division of a 
arge nationally-known corporation has un 
sual opportunity for an outstanding sales 
executive enjoying «a successful and extended 
record of accomplishment in the direction and 
management of sales and service programs 
heating and air-conditioning equip 
related product tines with sales 
of $20,000,000.00 annually through 

dealers and contractors 

activity is backed by a forward 
tw products engineering program 
snding om anufacturing organization 
excellent brands reputation 

” be held confidential 


Box 3361 


‘ 


In SALES MANAGEMENT 
October 4 
A Spot Check on 


Who's Repeating Ads— 


and Why? 


Presentation Panels 
that heip sell ideas 


Steel-framed fiberboard panels turn like pages 
in @ giant book, replacing flipcharts and the 
window -shade type presentation, 6, 8, 10 
(illustrated); also 
wall-mounted units and counter-top models 


or 12-panel floor units 


Ideal for sales meetings, planning sessions 
advertising presentations lobby exhibits, for 
school and library use, and retail display of 
flat goods. Mail the coupon for descriptive 


literature and prices 


Multiplex Display Fixture Co, 
905-915 North 10th St St. Louis 1, Missouri 


send terature on Presentation Panels 


SALES GAINS AND LOSSES 


The Siegler Corp., Centralia, Ill., boasts a stockholder-pleasing 113% increase 
in sales during the past fiscal year in this compilation of representative sales 
gain and loss reports. This producer of heating, air conditioning and communica- 
tions equipment increased sales from $15.3 million in fiscal 1956 to $32.7 million 


in the last comparative period. 


Hollywood’s Max Factor & Co, (See “Max Factor’s ‘Curl Control’ Goes Coast-to- 
Coast in Seven Months,” page 44) registered a 47% first half sales jump from 
$15.1 million last year to $22.2 million in 1957. 

Other impressive gains were chalked up by Flour Mills of America which 
increased sales 39% to $69.2 million during the past year from $49.5 million in 
1956; Deere & Co., up 37% to $302.4 million for the past nine months against 
$219.4 million during the same 1956 period; Lockheed Aircraft Corp. which 
registered a new six-months high this year with sales of $425 million, 22% above 


last year’s $335.7 million first half total. 


Key: f is for fiscal year 


Figures shown are in million of dollars. 


Company Period 1957 


Acme Precision Pdts., Inc 
Adams Millis Corp 
Aeronea Mfg. Co 
Aetna-Standard Engn. Co 
American Electronics, tne 
AMP, Inc 

Automatic Voting Machine 


Babbit (B. T.), Ine 

Bell & Gossett Co 

Brad Foote Gear Works 

Burgermeister Brewing 
Corp 


arpenter Steel Co 

sarter Products, Inc 

Sentral Steel & Wire Co 

sontinental Aviation & 
Engineering Corp 9 

continental Copper & Steel 

Cott Beverage Corp 6 


Cummins Engine C 6 


Daitch Crystal Dairies 
Day-Brite Lighting, Inc 
Deere & Co 

Detroit Gasket & Mfg. Cx 
Dixie Aluminum Corp 
Dorr-Oliver, tne 


Economics Lahoratory, Inc 
Erie Forge & Steel 


Fairchild Camera & 
Instrument Corp 

Fanner Mfg. Co 

Flour Mills of America, Inc 

Foster-Forbes Glass Co 

Fram Corp 


Glenmore Distilleries 
Gold Seal Dairy Products 6 
Goodall Rubber Co 6 
Goodyear Tire & 

Rubber Co 
Greer Hydraulics, Inc 


Hershey Chocolate Corp mo 
Hevi- Duty Electric Co mo 
Hires (Charles E.) Co mo 
Hofman Industries, Inc mo 
Hoving Corp mo 
Huttig Sash & Door Co mo 


Imperial Paper & Color 
Intl, Refineries, Inc yr 
tron Fireman Mfg. Co 6 mo 


Jaeger Machine Co yr 
Jessop Steel Co 6 mo 
Josiyn Mfg. & Supply Co. 6 mo 


Company Period 1957 


Kennametal, Inc 

Kerite Co 
Kimberly-Clark Corp 
Kieinert (1.B.) Rubber Co 
Knapp-Monarch Co 


Lilly (Eli) & Co 
Lionel Corp 
Lockheed Aircraft Corp 


Manhattan Shirt Co 

Max Factor & Co 
McGraw-Edison Co 
Miehle-Goss-Dexter, Inc 
Mohasco Industries, Inc 
Murray Company of Texas 
Muskegon Piston Ring Co 


Nashua Corp 
National Bellas Hess, Inc 


Pacific Chemical & 

Fertilizer mo 
Pacific Gamble 

Robinson Co 6 mo 
Parker Appliance Co yr 
Paterson Parchment Paper 6 mo 
Pepsi-Cola Gen. Bottlers 6 mo 
Pittsburgh Metallurgical yr 
Plymouth Rubber Co 26 wks 
Procter & Gamble Co f 


Real Silk Hosiery Mills 
Reed Roller Bit Co 
Ross (J. 0.) Engn. Corp 


Sandura Co 

Shulton, Inc 

Siegler Corp 

Solar Aircraft Co 

Sonoco Products Co mo 
Sprague Electric Co mo 
Starrett (L. S$.) Co yr. 
Studebaker-Packard Corp. 6 mo 
Swank, Ine 6 mo. 


Tappan Stove Co 6 mo 


Union Twist Drill Co 
Universal Marion Corp 


Van Raalte Co., Inc 13.9 


Whirlpool Corp 6 mo 211.3 182.1 
Whitaker Paper Co 6 mo 20.4 21.2 
White Sewing Mach, Corp. 6 mo 24.7 14.1 
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Aircroft & Missiles Manufacturing 
Agency: Gray & Rogers 

Allied Van Lines, Inc ; 
Agency: McCann-Erickson, Inc 

American Telephone & wpe Gongeny 
(Classified) 
Agency: Cunningham & Walsh Inc 

Victor Asselin Fur, Inc. 
Agency: Bolland-McNary, Inc 

Aviation Age : a i 
Agency: The Schuyler Hopper Company 


Beli & Howell Company ; 
Agency: McCann-Erickson, Inc 
Better Homes & Gardens 
Agency: J. Walter Thompson Company 
Booth Michigan Newspapers 
Agency: The Fred M. Randall Company 
Buffalo Courier Express . , 
Agency: Baidwin, Bowers & Strachan Inc 


Campbell-Ewald Company 
Capito! Airlines 
Agency: Lewis Edwin Ryan 
Capper-Hormon-Siocum, inc. va bun 129 
Agency: The Buchen Company 


Chemical aye | 
Agency: Royal & DeGuzman 


13-14-15 


Chicago Daily News 

Agency: Batten, Bartor, Durstine & 
Osborn, Inc 

Chicago Show Printing Compony 
Agency: George H. Hartman Company 

Chicago Tribune . Terr 4th Cover 
Agency: Foote, Cone & Belding 

Chilton Company . 56-57 
Agency: Gray & Rogers 

Cincinnati Pencil Company 118 
Agency: William Nicosia Adverti sing Inc 

The Cleveland Plain Dealer .. YT . 122 
Agency: Joseph Guillozet Company 


Dallas Morning News 

Agency: Randal! Perry Advertis ng 
Detroit Free Press 

Agency: Kari G. Behr, Inc 
Detroit Morning News 

Agency: Randal! Perry Advertising 
Display Sales pe iwanre 

Agency: Baer, Kemble & Spicer, Inc 
The Dow Chemical Company .+«.102- 

Agency: MacManus, John & Adams, Inc 
Dun & Bradstreet 

Agency: Albert Frank-Guenther Law 


Eastman Kodak Company, Audio-Visual 
Division ‘ . 
Agency: The Rumrill Comps any, Inc 

The Faultiess Rubber Company 
Agency: Leech Advertising Company 

First Three Markets 
Agency: Anderson & Cairns. Inc 


Gardner Displays Company 
Agency: Vic Maitland & Associates, In 
Good Housekeeping ; 
Agency: Grey Advertising Agency 
The Goodyear Tire & Rubber Company 
Agency: Kudner Agency, Inc 
Grand Rapids Herald 
Agency: Denman & Baker, Inc 
Green Bay Press-Gazette 
Agency: M & M Advertising, Inc 
Greenbrier and Cottages os 
Agency: Needham & Grohmann, Inc 
Greensboro Nws-Record 
Agency: Henry J. Kaufman Agency 
Grit Publishing Company 
Agency: Gray & Rogers 
Grocer Graphic 
o- Publishing Company oces 
Agency: Brennan, McGary Robinson 


Jam Hand 
Agency 


Organization 2nd Cover 

ampbel!l-Ewald Company 

Hearst Corporation 10-11 
Agency: Lyn Baker, Inc 


The Schuyler Hopper Company 


Journal of Accountancy 
Agency: Herald Advertising Agency 
Hospitals, Journal of American Hospitals. 
Agency: Bernard J. Hahn 


Indianapolis Star & News —_ 
Agency: Caldwell, Larkin, & Sidener 
Van Riper, Inc 


Keeney Publishing Company 

Agency: McLain & Associates Advertising 
Kieen-Stik Products, Inc . 

Agency: Burlingame-Grossman Advertising 
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ADVERTISERS’ INDEX 


This index is provided as an additional service 
The publisher does not assume any liability for 
errors or omissions 


ales Managenen 


ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown, Jr. 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


New York—W. E. Dunsby, Wm 
McClenaghen, Charles J. Stillman 
Jr., John C. Jones, Elliot Hague 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave., New York 16, N. Y 
LExington 2-1760 


Chicago—C. E. Lovejoy, Jr., West 
ern Advertising Director; W. J. Car 
michael, Western Sales Manager 
Thomas 5S. Turner, John W. Pearce 
333 N. Michigan Ave., Chicago | 
lll., STate 2-1266; Office Mgr., Vera 
Lindberg 


Pacific Coast—Warwick S Carpen 
ter, 15 East de la Guerra, Santa Bar 
bara, Calif., WOodland 2-3612 


KVOO-TV . 

Agency: Benton Ferguson & Associates 
KOA-Radio .. 

Agency: Ball 1 ‘Davidson In 


Lion Match Company, inc. 
Agency: M. |. Grant, Inc 
Living for Young Homemakers 
Agency: Arndt, Preston. Chapin, Lamb & 
Keen, Inc 


Market Statistics 
Marsteller, Rickard, Gebhardt & Reed, inc 
Manpower, Inc 
Agency: Bromstein & Levy 
McClatchy TE aeaeere 
Agency: J. Walter Thompson Company 
McGraw-Hill Publishing Company, Inc... 78-79 
Agency: Fuller & Smith & Ross, Inc 
Memphis Publishing Company 528 
Agency: The John Cleghorn Agency 
Miami Herald News 84 
Agency: Bishopric, Green & Fielden, Inc 
Minneapolis Stor & Tribune 87 
Agency: Batten, Barton, Durstine & 
Osborn, Inc 


Modern Machine Shop 
Agency: Julian J. Behr Company 
Moline Hy oa Rock Island Argus 
Agency lem T. Hanson Company 
aneanytee Diepley rare Company 
Agency: Julian R. Mogge, In 


NBC-Radio 

Agency: Grey Advertising Agency 
National Business Publications 

Agency: The Schuyler Hopper ¢ 
Newsweek 

Agency: Bryan Houston, |r 
New York Herald Tribune 

Agency: Donahue & Coe, |r 
New York Times 

Agency: Sussman & Suga 
Northlite Corporation 

Agency: Kane Advertising 


Optics Manufacturing 
Agency: Kameny Associates 


Peoria Star Journal 77 

Agency: Arbingast, Becht & Associates 
Perrygraf Corporation 

Agency: Reincke, Meyer & Finn 
The Philadelphia Bulletin 

Agncy: N. W. Ayer & Son, Inc 
Philadelphia Inquirer 

Agency: Al Paul Lefton Company, | 
Phoenix Republic & Gozette 

Agency: Advertising Associates 
Pittsburgh Post-Gazette 

Agency: Dubin Feldman & Kahn, In 
Portiand Oregonian 

Agency: Cole & Weber, In 
Progressive Architecture 

Agency: The McCarty Company 
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ay ee Express Agency 
Agency: Benton & Bowles, Inc 
Reynolds Metals Company 
Agency: Buchanan & Company, Ir 
Riverside Press & Enterprise 
Agency: ( Juneau, In 


St. Paul Dispatch-Pioneer Press 
Agency: E. T. Holmgren, In 
Sales Monagement 
San Diego Union 
Agency: Barnes Chase 
Schieffelin & Company 
Agency: Donahue & Coe 
Seattle Times 
Agency: Cole & Weber, In 
Sioux City Journal-Tribune 
Spokesman-Review & Spokane Daily 
Chronicle 
Agency: The Condon Company 
Strathmore Paper Company 
Agency: Abbott Kimball Company, |r 


Sweet's Catalog Service ; 132-133 
Agency: Fred Wittner Advertising 

The Syracuse Newspapers 9 
Agency: The William 


Lane Company 


Thomas publishing Company 
Agency: N. W. Hudson Advertising 


Troy Record Newspapers 


United Air Lines 
Agency: N. W. Ayer & Son, In 
United Information Service 
Agency: John M. Lord & Company 
U. S. News & World Report 
Agency: MacManus, John & Adams 


WBBM-Radio 

Agency: Wesley, Heyne & Cu 
WBT (Charlotte) 

Agency: Kincaid & Chandiee 
WDIA 

Agency: Brick Muller & Ass ates 
who 

Agency: Doe Anderson Advertising Ager 
wir 

Agency: Campbell-Ewald Company 
WKY-TV 

Agency: Grant Advertising, Ir 
wsJs-Tv 

Agency: Long Haymes Advertising 
WTVT-( Tampa) 

Agency: Grant Advertising, Inc 


Weekly ~erepenere Representatives 


Agency: St eorges & Keyes, inc 
Worcester Telegram-Garette 
Agency Jerry Spaulding 


Young & Rubicam, Inc ird Cover 


THE SCRATCH PAD 


By T. Harry Thompson 
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logan ror 
Krom Here to 
Some parent imply lack imagina 
tion when naming their offspring. In 
the Philadelphia telephone-book alon 
I counted 179 John 
Mary Smith 


Smiths and 7 


. 
electric Paul Chambe 
lain say if | think “Chevy Chase” 
| redundant what about “Walla 
Walla Sure Paul And 


“Baden 


Cjeneral 


sure 
3 ule 1 

. 
tead of the unwieldy “tele 


graphic money-order,” why doesn’t 
Western Union use the pat 
Warren 


Aver 


name 
Lom devised 


N. W 


years ago at 
Moneygram” ? 
o 


The G-l 


be en 


must have 
Lhinline 


with 


copywriter 
tempted i the 
“The 


out a hangove I 


model a conditioner 


i 
The Mrs. and 


m the number of mi 


| were speculating 


ISICLANS who have 


152 


‘yond the 


Pearl Curtain in 
our time, and what an organization 
they could put together: “Tommy 
Dorsey and Glenn Miller on trom 
bone Dorsey on sax and 
Duchin and Fats 


Coonie (of Coon 


Jimmy 
clarinet, [Eddie 
Waller on piano 
Sanders) on drums, Mike Pingatore 
on banjo, Henry Busse on trumpet 
Al Jolson and Helen Morgan doing 
the vocals, and Ben Bernie explaining 
to ‘Toscanini Paderewski, Victor 
Herbert, John Philip Sousa, Edwin 
Franko Goldman, and Arthur Pryor 
that a few hot licks never hurt any 
yowzah. 
° 


one, yowzah 
Incidentally, when better 


ters are born, they will be 


“Rafael Mendez.” 


trumpe 
named 


Reader Don 


of Shuron Optical, is no mean col 


Sol thgate president 


umnist himself, judging by the guest 


ing he does on occasion for Henry 


Clune in the Rochester Democrat & 
Chronicle. 
2 
Publishers, banks, and others who 
should know better tell you to ' print” 
Only 
printers print. Advertisers mean “Let 


your name and address clearly 


name and address clearly.” 
@ 


fer your 


men 100 
“Sell.” And no 


about that four tenths 


Women now outnumber 
to 98.4, according to 
cra ks, please 
man. 

ry 
for the fort 
“Seize now and here the hour 


Our “Horace-scope”’ 
night: 
that is, nor trust some later day.” 
Tlorace 

o 

Apt simile in a Reader’s Digest 
Book, The Muses Ar 
handshake like a_ nut- 


Condensed 
Heard: “A 
cracker.” 
e 

Quoteworthy: “The kind of fellow 
who never makes a mistake is gen 
erally 
thing.” 


the man who never does any 


H. W. Miller, IBM v-p. 


1 Call It “Punktuation " 


Before the Argentine fire ants take over, I'd like to see a return 


to the rational punctuation 


McGuffey Readers 


our grandfathers 


knew in the old 


Maybe the old-timers overdid it, but the meaning of what they 


wrote was always crystal-clear, even to a burgeoning boy or girl 


One of our most erudite weeklies would have McGuffey spinning 


in his s: rcophagus Things like following a colon with a lower-case 


letter instead of a capital 


And omitting the second comma after 


abbreviations when they fall in the middle of a sentence 


Yes, and that unforgivable sin of omitting the comma after an 


introduc tory < lause 


a favorite peccadillo of newspaper reporters 


(With no comma, you often have to retrace and re-read to get the 


sense of the sentence.) 


And again, using commas in a listing where semi-colons are in- 


dicated; or using a 2-em dash instead of a period and a new sentence 


Oh, sure; you can fracture every McGuffey precept of punctuation 


and still be a howling success in print. My personal point is that we 


ought to have some standards in a country where we speak and 
2 


write the same language 


The typewriter, Linotype, and Monotype keyboards are loaded with 


commas, periods, semi-colons, colons, and hyphens. 


Which means 


that it costs nothing to use them correctly instead of sloppily. 


Or maybe I have a schoolteacher streak in me somewhere! 
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WHERE DID EVERYBODY GO? 


One second ago 18,988,132 people were out there watching their ‘T'V 
sets. Maybe if that commercial had been just a little more fresh and 
imaginative ... 


What happened when Henry 
went head-hunting in Chicago? 


Ba k when the vamp swooned to the tune of 


Vagabond Lover” (and vice versa), patent-leather 


hair was standard masculine equipment. 


‘Today men’s haircuts are shorter. But modern Dap- 
per Dans still buy lots of hair sticker-downers and 


on 4 ASR dresser-uppers. And the 
N 2 more they buy, the better 
Y A 
¢ B 2, Henry Doakes likes it. Be 
F eae he hunts head as 


_ well as sales) for Hairaiser, 
“The tonic that takes the sorrow out of parting.” 


In five years, Hairaiser’s share of the Chicago hair 
tonic market had dropped from 34°; to 18°), —while 
Chicago’s hair tonic sales generally had increased 
over 54°. 


So Henry called in Joe, head expert 
from the Chicago Tribune, to see 
what could be done to raise Hairaiser. 


According to Tribune statistics, three leading brands 
owned 72°) of the Chicago hair tonic market in 
1950 But by 1955, prac- -” MK 
/ 
tically this same market 0 ‘ 
segment (73°)) was split 


among eight brands. 


‘Product similarity as well as competition has in- 
creased among hair tonics,’’ commented Joe But 
ingredient differences are often minor compared to 


personality differences. In fact, motivation studies 
prove that brand personality is vital to success in the per 
sonal product field. And advertising is the force that 
can create strong brand personality for Hairaiser.”’ 


“Deciding what Hairaiser’s personality should be 
isn’teasy,”’ interjected Henry. “‘But it’s a jobourown 
company must do. Next we must make Hairaiser’s 
personality known to the biggest number of pro- 
spective customers. Here’s where you can come in.”’ 


So Joe did. With statistics 

showing that hair tonic is 

used by a broad CTOSS-SeCC- “ 
tion of Chicago families. HY 
(High income families account for 48°) of hair tonic 
volume, middle income—35';; white collar—46°,, 
blue collar—48°, The biggest differentiation in 
hair tonic use comes among age groups with men 
35-54 using a whopping 59% of the total. 


Finally, Joe announced the name of the advertising 
medium that makes the biggest headway with the 
Chicago hair tonic crowd. (And chances are you 
don’t need a program to know the name of the 
newspaper that he announced. ) 


Now maybe you sell headbands or headboards in- 
stead of hair tonic. But if you want to sell more in 
Chicago, call on Joe. Nobody knows Chicago like 
the Tribune. Nothing sells Chicago like the Tribune 
And Joe’s the joe to give the facts to you. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER > 
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